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Starch Mails Out First Study on 
Characteristics of Magazine Readers 


Study Shows Details 
of Buying Habits for 
41 Major Magazines 


New York, Aug. 5—The new 
and long awaited Starch study of 
characteristics of readers of 41 
consumer magazines is being 
mailed to subscribers. 

Howard Stone, v.p. of Daniel 
Starch & Staff, told AA that the) 
new study, which has been in| 
preparation for over four years, is | 
the first ‘to report from a sample, 
which is a true cross-section of the 
population, detailed characteristics 
and buying habits for all major 
magazines on a continuing basis.” 

Included in the report are 41 
magazines which in 1952 carried 
more than 75% of the total con-| 
sumer magazine advertising dol- 
lars, Mr. Stone said. 

“Not only does the report em- 
ploy the costly but widely ac- 
cepted probability sampling tech-| 
nique,” he said, “but it also in-| 
cludes more information than was 
formerly available from any source | 
on a uniform basis.” 

The new study was designed, 
Mr. Stone said, to meet demands | 
on the part of both advertisers and | 


their agencies for a _ continuing! 
program revealing qualitative dif- 
ferences between all important 
consumer magazines. 


s Highlights of the study include: | 

1. It is a continuing program. 
Reports will be made every six 
months to enable advertisers and 
agencies to evaluate changes 
brought about by increases or de- 
creases in Audit Bureau of Cir-. 
culations reports. 

2. Study of circulation by size 
of city where purchasers reside. 
Formerly data was available only 
on the basis of where circulation 

(Continued on Page 46) 
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Supermarkets Can 
Sell Soft Goods, 
Panelists Agree 


New York, Aug. 5—There is a. 
bonanza of some $4 billion in soft 
goods available to supermarkets. 
But they will probably muff the 
opportunity. 

These were among the points 


made by Victor Lebow, president, | ..7 


Victor Lebow Business Consult- 
ant Inc., at McCall’s first soft 
goods supermarket clinic. 
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Plenty of New 3-D | 
Devices Appearat | 
Audio-Visual Show _ 


Cuicaco, Aug. 5—Just how 
strong a grip the three-dimension 
craze has on people was shown this 
week at the National Audio-Visual 
Assn. convention and trade show. 

There were 3-D slides, viewers, 
cameras, lenses, slide projectors, 
movie projectors, sound systems 
/and screens. Everyone had his own 
method to exploit the new gim- 
mick, or was boosting someone 
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He was one of several speakers | 


called together for an _ all-day 
clinic sponsored by the magazine, 
which brought together leaders of 
soft goods industries 


Discussions were aimed at better 
understanding of problems exist- 
ing in mass-marketing and self- 
selection of soft goods. 

Mr. Lebow pointed out, “In the 
food field, the biggest selling 
brands are tremendously adver- 
distributed 
and priced for the mass market. 


|In the soft goods field there is| 


and | 
;prominent supermarket operators. 


_ADMAN-AUTHOR—The writing bug has 

‘hit another adman, Stuart Sherman. He 

bought this page in the Chicago Tribune 
for his first book. 


Big Ads Sell Soap, 
Why Not Books? So 
Author Buys a Page 


Cuicaco, Aug. 6—Soap, sausage 
and mush merchandising is being 
| applied to book sales here. 

| Chicagoans were startled this 


j;morning to see a full-page ad 


else’s system. Those exhibitors not 
making 3-D products were think- 
ing seriously of entering it. 

If the craze catches on, it is ex- 
pected to add to the dollar volume 
of education through eye and ear 
industry. Last year sale, rental and 
servicing of audio-visual equip- 
ment totaled an estimated $75,000,- 
000. The NAVA meeting, held this 
| year the first time since 1946, was 
‘attended by more than 2,500 spec- 
ialists from industry, schools and 

‘churches. 


_s Few companies were willing to | 
take 3-D equipment orders for 
‘early delivery. Most specified de- | 
livery in 90 days. With most buy- | 
ers wary—3-D still is a baby and | 
‘many of the systems soon will be 


_obsolete—the trade show was pri- 


Sales Managers 
Probe Results 
of Beer Strike 


Local Breweries Trying 
to Hold Sales Gained 
in Milwaukee Shutdown 


MILWAUKEE, Aug. 6—The vats 
are bubbling again in the nation’s 
beer capital, but marketing v.p.s 
and sales managers still are meas- 
uring the effect of the 76-day 
brewery strike. 

Reaction to the shutdown varied, 
both here and elsewhere, but few 
brewers anywhere regarded it 
with pleasure. Some seized upon 
it as an opportunity to try crack- 
ing markets where they never had 


|a chance before. Others moved in 


for a quick sale, resigned to a 
brief bonanza and nothing more. 
Still other breweries outside of 
Milwaukee regarded the strike as 
a nuisance. These were the plants 


| which were operating near capaci- 


ty 12 weeks ago. They were unable 
to supply their distributors with 
enough brew to make up for loss 
of struck brands. 


probably not a single category in jn the Tribune telling them to buy 


which the sales of all the leading , newly published book, “Aztec. 
brands put together total 25% of Two-Step.” Reason for the depar- 
the market, with the possible ex- ture from small space in Sunday 


and pillow hook sections is the author, Stuart | 


ception of sheets 


cases.” |Sherman. 

| He’s the first half of Sherman 
® He listed as some of the prob- | & Marquette, Chicago and New 
lems encountered by supermarket; York ad agency. The big bill for 
operators trying to sell soft goods: | the big ad will be sent to the au- 
turnover, pricing, prestige. He ex- thor, not Greenberg Publisher, 
pressed doubts that these prob- New York, publisher of the vol- 
lems are being solved. ume. 

“The supermarket yearns for) 

disposable, consumable, ‘throw-|8 Mr. Sherman’s schedule also 
awayable’ products. Maybe there calls for a series of 20-second TV 
will be a whole new breed of soft spots and smaller newspaper ads. 
goods including disposable sheets| The full page was a test and may 
be repeated if it sells copies of the 


(Continued on Page 8) 
book. Reviews have not appeared 


Court Decides BBBs Can Investigate Ads 
(Or, Which Models’ Bureau D’ya Believe?) 


SEATTLE, Aug. 6—Better Busi- | 
ness Bureaus have a right to in- 
vestigate advertising, according to 
a state superior court ruling here. 

The case involved classified ad- 
vertising used by a local model 
agency. The plaintiffs—Kathleen 
Peck, Kathleen Peck Studios and 
Kathleen Peck Inc.—used classi- 
fied ads in the Seattle Times 
claiming that they place “95% of 
all the models in Seattle.” Another 
model agency, Ferrier Agency, 
complained to the Better Business | 
Standards Assn., the local affiliate | 
of the National Better Business 
Bureau. 

The association suggested that 
Peck Studios change its advertis- 
ing copy. This was done and sub- 
sequent ads said “8 out of 10 
models” used in Seattle were 
models of Peck Studios. 


es The Ferrier Agency then sub- 
mitted copy to the newspaper 
making practically the same claim. 
The Seattle Times suggested to 
each advertiser that substitute | 
copy be provided. Ferrier submit- | 


| 


| yet. 
Why go to a full page? “It’s 
| worked pretty well for our clients 


marily a test of what interests | « The sales manager of one Chi- 
| prospects. ; | cago brewery told AA that the 
Leading the 3-D motion picture strike disrupted his training pro- 
race are Bell & Howell’s wide | gram. He had keyed up his sales- 
screen, RCA Victor’s twin-projec-|men for a tough summer battle, 
‘tor stereo and Pailard’s single-|then saw the competitive spirit 
| Peqgester stereo systems. dulled. Instead of tracking down 
| Bell & Howell showed scenes orders, the men were busy ex- 
from 20th Century-Fox’s “The plaining why beer was rationed. 
Robe” and other CinemaScope| No one expects the strike to 


|@ Side vision, as well as forward 
vision, of the viewer gives the il- 
lusion of depth in this process. 


Bell & Howell uses binaural 


Special glasses are not required. | 


[Colgate-Palmolive-Peet Co., Os- sound with its pictures, the sound | 
; car Mayer & Co., Quaker Oats Co. coming from speakers at each side 
ted revised and acceptable copy, ang Nestle Co.], so we thought it of the screen. A B&H magnetic re-| 
but Peck discontinued its advertis- | Wisnt work for the book,” com- corder transcribes two different | 


mt | agency spokesman. 
Then Peck made a survey to de- i an agency sp 


camera and the projector. The lens home breweries will be zealous 
projection, the lens spreads the 
Room Service 
(Continued on Page 4) ‘ 
| plan offering a room finder service 


termine the truth of its advertis- | 
ing. On the basis of the findings, | 
the Seattle Times accepted the or- | 


Last Minute News Flashes | 


productions. A single anamorphic | have a lasting effect in Milwaukee. 
| squeezes a wider than normal pic- (Continued on Page 69) 
ture to the width of a 16mm frame 
picture on a wide, curved screen. Hotels Balk al 
| 
New York, Aug. 6—Western 
Union seems to have run into lo- 
to travelers. 
The gist of the matter is this: On 


lens attachment is used on the| The experts point out that the 
when a scene is filmed. During 
Western Union’ 
cal static on its recently launched 
15 Western Union offered 


| June 


‘The court found in favor of the) 


iginal copy. The Peck agency then 
brought suit against Better Busi- 


an injunction to prevent the asso- 
ciation from interfering with its 


The case was tried before Judge 
Henry Clay Agnew in the superior 


court of the State of Washington. | 


defendant. 


® In his oral opinion, Judge Ag- 


new said, “I believe that both the 


Times and the Better Business 
Standards Assn. have a right to 
strictly construe an advertisement 
of this class because, frankly, they 
are falling in with the class of ad- 


| vertising in ‘help wanted’ columns 


which is used almost entirely by 
(Continued on Page 8) 


| Bristol-Myers Drops Suit Against Rystan 


ness Standards Assn., asking for | 


New York, Aug. 7—Bristol-Myers Co. has dropped its suit filed | 
against the Rystan Co. to declare the Gruskin chlorophyll patent 
2120667 invalid and has also withdrawn its letter canceling the B-M 


business, and seeking $2,500 dam- license to manufacture chlorophyll toothpaste. O’Neill Ryan Jr., 
|ages plus the cost of the survey. | 


Rystan president, points out that no other licensees, except Colgate- 
Palmolive-Peet Co., have canceled their agreements, and he indicated 
his company’s continued “vigorous opposition” to the Colgate suit. 
(See story on Page 2.) 


Antell Names Dowd. Redfield and Ruthrauff & Ryan 


BaLTrmoreE, Aug. 7—Charles Antell Inc. has appointed Dowd, Red- 
field & Johnstone to handle its new products division and Ruthrauff 
& Ryan to handle Fastabs, a product of an associate company, National 
Health Aids. Still to be assigned are the major Antell products: For- 
mula No. 9 and shampoo, for which the budget currently runs around 
$2,000,000 annually. The new agency lineup will replace Television Ad- 
vertising Associates. The field for the unassigned products has been 
narrowed down to three agencies, one of which is to be selected by 
Wednesday (Aug. 12). Antell has been testing two new products via 
newspapers, radio and TV for! the past four months. 

(Additional News Flashes on Page 73) 
/ 


Ah 


travelers a room finder service. 


| Anybody in search of a hotel room 


could go to a Western Union office 
and make a reservation for a par- 
ticular hotel, or for any suitable 
hotel available in the city he 
wanted. Cost to the traveler would 
be the regular two-way telegraph 
tolls plus a service charge of 50¢. 


® This sounds relatively simple 
and advantageous to everybody 
concerned. But some hotel men are 
definitely “agin” it. They say WU 
launched its plan without consult- 
ing the industry, and that the plan 
has been set up without adequate 
safeguards to prevent graft, fa- 
voritism and proper identification 
of prospective guests requesting 
reservations. 

Hotel Gazette has blasted the 

(Continued on Page 72) 
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Last of a Series on the FTC... 


Under Chairman Howrey the FTC 
Follows Wilson’s Guidance Idea 


New Chairman Is Anxious to Establish 
Means to Eliminate Unnecessary Litigation 


By Stanley E. Cohen 
Wasuincton, Aug. 5—What can be done to help business men steer 
clear of practices which endanger free competitive enterprise and 
bring on law suits? 
President Woodrow Wilson thought the answer might be found in 
an “interstate trade commission” which would serve “as a clearing 


|BAB’s Ryan Finds 
Stations Divided 
on Merchandising 


| Broadcast 


Shell Oil Was 
Top June Usei 
of R.O.P. Color 


New York, Aug. 5—Reilly Elec- 
trotype and Lake Shore Electro- 
type this week released a new 
compilation of Media Records fig- 
ures for run-of-paper newspaper 


| _linage which shows that Shell Oil 
| New York, Aug. 6—After trav-| 
‘eling 46,000 miles for 43 Sales | 
‘clinics with 2,900 broadcasters, | 
Advertising Bureau 


Co. was the top advertiser in r.o.p. 
color in June, that gas and oil was 
the leading classification, and that 
Los Angeles was the leading city 


house for the facts by which the public mind and the managers of President William B. Ryan and his i" local and national r.o.p. color 


great business enterprises should be guided.” 

But his “interstate trade commission’”—now known as the Federal 
Trade Commission—was destined to disappoint, so far as guidance 
was concerned. 

Early in its career, the commission was deluged with requests for 
advice, filed by businesses and associations which wondered about 
the legality of their undertakings. | 

‘tions were in legal-ese, over the 


= Largely on the advice of Louis }e4q of the business man to his 


D. Brandeis, then a leading cor- attorney. 


poration lawyer, the commission But for the most part, the com- 
concluded that the clearance CC} niesion had nothing to say. Its 
individual pecgrenms involved tre- decisions spoke for it. The business 
nay yo focal went on the com-|™4" was on his own, until the 
mission found also that business _eeewosgadl ge netriguata came 
generally accepted unpleasant in-|*"0C%!ng at his coor. 

terpretations of the law only after 


the commission’s position had the 

backing of the Supreme Court. 
When the commission or its staff 

had something to say, its observa- 


| 


how radio men feel about the fu- 
|ture of their business. 

| Pausing for breath following 
‘seven weeks of sales clinics held 
‘in conjunction with the program 
clinics of Broadcast Music Inc., Mr. 
| Ryan and his aides summarized the 
broadcasters’ sentiments on major 
issues. 

Business in general: Many sta- 
‘tions reported sales gains of 10% 
to 15% for the first six months of 
1953 over the corresponding period 
|last year. 
| Merchandising: Opinion was di- 
vided as to the importance of this, 
but enough station interest was 


« Eight years ago Lowell Mason, |¢videnced to prompt the BAB to 
then the commission’s freshman |Undertake a detailed analysis of 


member, won the affection of the 
(Continued on Page 40) 


Rystan’s Suit Against Colgate 
Tells a Lot About Toothpaste Sales 


Chlorophyll Licenser 
Says 95% of Royalties 
Covered Toothpastes 


! 


| 
| 


New York, Aug. 6—Chlorophyll | 


toothpaste manufacturers licensed 
by the Rystan Co., owner of the 
Gruskin patent, have sold, at the 
manufacturers’ level, more than 
$45,000,000 worth of green-eolored 
dentifrices. 

This is revealed by a suit filed 


in federal district court in Kansas_ 


| mental 


12 vears, it spent “hundreds of 
thousands of dollars in develop- 
ment, clinical and other research, 
testing, marketing, gathering tech- 
nical and clinical data, know-how, 
literature and information, and 
gaining medical, dental, govern- 
and other approval for 
such chlorophyll-containing prod- 
ucts...at a time when there was 
no medical, dental, governmental 
or public recognition or acceptance 
(Continued on Page 71) 


by the Rystan Co. against Colgate- Democrat Attacks 


Palmolive-Peet Co., asking that 


Colgate be enjoined from making G,O.P. for Using 


chlorophyll toothpaste without a 


license, and seeking treble dam- | 
ages in the event that Colgate = aaa 


do so. 
The legal steamroller, 
little more than a year ago play 


a dominant role in the introduction | 


of chlorophyll products, is once 
again gathering headway. 


s While the actual filing of a suit 
against Colgate by Rystan is not 
startling in view of recent de- 
velopments between the two com- 
panies (AA, June 29), the con- 
tent of the Rystan complaint is, 
because: 

1. It gives a clear picture of the 
returns the two admen-owners 


Agency Techniques 


WASHINGTON, Aug. 4—As Con- 


which gress pulled out of town for a 
ed seige of fence mending, a ranking 


House Democrat charged today 
that the Republican congressional 
committee is using “advertising 
agency techniques’ to sell the 
American people “a bil! of goods” 
concerning Defense _ Secretary 
Charles E. Wilson’s Air Force pro- 
gram. 

Rep. Sam Yorty (D., Cal.) lev- 


reled his attack at a TV script 


which the campaign group is of- 
fering to G.O.P. congressmen who 
want to report on national de- 
fense. Rep. Yorty said Democrats 


have got from Rystan’s extensive | should demand equal time to an- 


licensing operation—figures which 
until now have been top secret. 
2. It purports to unveil the exact 


amount of chlorophyll toothpaste techniques for commercial 


swer any congressman who used 
the G.O.P. script. He claimed he 
has no objection to advertising 
pur- 


sold by the Colgate company be-|poses, but objects they are being 


tween June 3, 1952, and March 31, 
1953. 

Rystan reveals that it has re- 
ceived more than $680,000 in roy- 
alties from the Gruskin patent, of 


| 
| 


used in politics “not to enlighten 
the people with the facts, but to 
distort the facts.” 


s “I am sure no one can object to 


which more than $650,000 is from the use of professional advice to 
the sale of licensed chlorophyll|make political radio and TV pro- 


toothpastes. Colgate’s contribution 
is given as slightly over $200,000. 


e The complaint goes into great 
detail concerning the growth of 
Rystan as “outstanding pioneers” 
in the testing and marketing of 
chlorophyll-containing products, 
pointing out that in the course of 


grams interesting—to give them 
continuity and timing. But this is 
not the same as employing devious 
and deceptive techniques to create 
erroneous impressions.” 

Rep. Yorty inserted in the Con- 
gressional Record the full text of 
the G.O.P. script, plus his own in- 
terpolations. 


|merchandising in radio. 


a Cooperative station activity: 
There is a trend toward the for- 
mation of more state and city 
groups of broadcasters for the pur- 
pose of selling radio jointly. 

Cooperative advertising: Sta- 
tions agreed that their retail bil- 
lings could be substantially in- 
creased through encouraging local 
advertisers to utilize co-op ad 
funds when buying radio time. 

Radio copy: Broadcasters agreed 
that commercial copy could stand 
improvement and that the station 
should take the lead in this by 
placing a professional copywriter 
at the disposal of local advertisers 
and agencies which need such as- 
sistance. 

Rates: Most broadcasters feel 
radio is continuing to underprice 
itself in practically every market 
in the country. 


‘Americas’ Bows in Miami 


The Americas, a Spanish daily 
newspaper, has made its debut in 
Miami. With circulation concen- 
trated among the Latin Americans 
residing in south Florida, 60% of 
the news content will be devoted 
to Spanish copy, the remainder in 
English. Later, the ratio may be 
revised. Horacio Aguirre is man- 
aging editor. Other officials of 
Americas Publishing Co. include 
Gustavo A. San Roman, Caracas, 
Venezuela, and Shelby Smith, Pen- 
sacola. The publisher is Francisco 
Aguirre. Bevis & Tyler, Miami, is 
the representative. 


WIBG, Philadelphia, Moves 


WIBG, Philadelphia, beginning 
Aug. 12 will broadcast from its 
new studios at the station’s trans- 
mitter on the Ridge Lake Pike, 
Lafayette Hill, Pa. The addition 
consolidates the WIBG-AM opera- 
tion in one combined transmitter- 
studio building. Business and sales 
offices will still be maintained at 
1425 Walnut St., Philadelphia. 


Brown to Great Lakes Carbon 


Manly B. Brown, formerly sales 
manager of the pipe division of 
Republic Steel Corp., has been 
elected v.p. in charge of market- 
ing of Great Lakes Carbon Corp., 
New York. Mr. Brown will head- 
quarter at the company’s Chicago 
offices, 333 N. Michigan Ave. 


‘Courier’ Adds ‘Parade’ 

The Sunday Courier & Press, 
Evansville, Ind., will begin dis- 
‘tributing Parade on Sept. 6. Parade 
'will' then be included in a total of 
37 niewspapers. 


staff have a pretty good idea of | linage. 


The detailed table below shows 


| the top ten advertisers in June 


in r.o.p. color, the top ten classi- 
fications and the top ten cities. 
|Further, the figures are presented 
for the top three brands (in most 
cases) within 14 product categories. 

The compilation was included 
with the August issue of Reilly’s 
monthly newsletter, “What’s New 
in ROP Color.” 


# Other r.o.p. developments noted 
by the newsletter included: the re- 
duced premium rate for r.o.p. color 


Island of the 48 states can an ad- 
vertiser not buy r.o.p. color, and 
that the Milwaukee Journal has 


ing greater fidelity and requiring 
only a fraction of the former filing 
space for engravings. 

It also noted that six more dailies 
‘have bought the ROP Color Serv- 
ice—there are now 89 newspapers 
in 34 states, Hawaii and Canada 
that subscribe, and it pointed out 


Use of R.0.P. 


Who were the ten largest national 
advertisers in ROP Color in June? 


ADVERTISER LINAGE 
EN och areaeeveneeneasd 317,292 
PPE 6 655.5 8 65:59.4000804% 885 148,858 
DEG iv dS si cccacassisas 123,200 
PD Sb sdtexeesde¥eenae 109,292 
5. Maxwell House ............. 103,962 
NE 55g 5060-5 04 0044040003 74,879 
eg er eer 74,210 
eo Pree eer errs 67,631 
De ND hi ad eda ccecdades 61,140 

Ng CO SETET PERT TCE Cre 60,428 


What ten product classifications led in 
national ROP Color linage in June? 


ADVERTISER LINAGE 
eer 737,007 
PRD 44.44 bacdatasaasesues 378,868 
Dy ED HIE o n0:0300 54 sK05055 355,660 
iMNOE DS éabe bcs scdcdssdtcienean 300,400 
§. Housing Equipment ......... 191,327 
6. Baking Products............. 178,114 
7. Miscellaneous Beverages ... 159,872 
©, Dairy FROG 66 <ccsccccctes 151,802 
OU SUMED enced Shuccessscs 139,946 

10. Meat, Fish & Poultry ......... 136,011 


Which were the ten leading cities in 
national and local ROP Color linage 
combined in June? 


CITY LINAGE 
A Perr err ererTee 186,919 
We OUe WHUNEN sav cnestecceceves 186,630 
IEE 6 5.6 60 46s000ssee0 182,061 
SD Gb becavescecansces 164,692 
RM es Re dsitbeddecendeed 156,993 
SGD -Sesceudesescaevczes 148,750 
We be odindccenscdsucciecee 133,794 
@. San Franciaco .....scccccess 124,997 
See GOED 0c ddvccccscecss 116,600 

PN cduceuantscscnnesded 116,557 


not individual newspapers. 


by the Philadelphia Inquirer (cut | 
25%); the fact that only in Rhode) 


switched from zinc to magnesium | 
in making color engravings, assur- 


want?" 


Ce ee ae en ee wand oe abuse Ue 
ns <tvage demo. 


& o 


Werfolh and Western. Radway 


EXTRA COVERAGE—This Norfolk & West- 
ern Railway ad got some extra coverage 
when Cecil Brown, MBS commentator, read 
the copy recently on his network hookup. 
“Daddy” in the ad is Edwin Deady, art 
director for Houck & Co., Roanoke, agency 
for the railroad, and the boy is Bill Whit- 
taker, son of O. N. Whittaker Jr., assistant 
to the president of the agency. 


| 
‘instances from three recent Starch 
| Studies to show the strength of col- 
or in pulling against black and 
white. 

Currently, there are 581 U.S. 
/newspapers running r.o.p. color, 
plus 21 in Hawaii and Canada. 


| Wright Joins Selvage, Lee 

J. Handly Wright has joined Sel- 
vage, Lee & Chase, public rela- 
tions organization, as midwestern 
partner with headquarters in Chi- 
cago. Before operating his own 
public relations consulting office, 
Mr. Wright was director of indus- 
trial and public relations and di- 
rector of advertising for Monsanto 
Chemical Co. 


Color in June 


These figures on r.o.p. newspaper color used in June were pre- 
pared by Reilly Electrotype and Lake Shore Electrotype from 
Media Records data. It is the first time such a detailed break- 
down has been published on r.o.p. color linage. 


Who were the major ROP Color linage 
users in each product class in June? 


BAKING PRODUCTS 


LINAGE 

1. Duncan Hines Cake Mix.... 26,888 

Bs OD MOE baa kciccccecs 15,988 

3. Butternut Bread ............ 14,788 
BEER 

1. Wiedemann’s ............. 51,958 

A Pere rr ere eer 36,021 

TONE sciciusssseasesa 17,190 
CEREALS 

err Ter ree 74,879 

OL 8,960 

ee ere 7,240 
COFFEE 

| Pre ere 148,858 

2. Maxwell House Instant ..... 103,962 

3. Borden's Instant ........... 12,080 
DAIRY PRODUCTS 

errr rere 30,172 

6 See ere 27,397 

3. Good Luck Margarine ...... 12,152 
DENTIFRICES 

1. Colgate Dental Cream ..... 60,428 
GAS & OIL 

RL on sccabicrsessnens 317,292 

Se NONE GI bi cecivcvssaces 123,200 

S. Standard Oil of Ohio ...... 42,471 
HOUSING EQUIPMENT 

ND Acts sksacay bade aa 109,292 

BEE idcteaasisedsccess 22,640 

4 Sse rere 7,270 
LAUNDRY SOAP & CLEANERS 

1. Instant Fels-Naptha ........ 19,992 

BD BOGCOR WEE occccsccccccse 12,125 

So. rere 5,020 
LIQUORS 

Be ME sa cesiseekeses 61,140 

PE Siechecnbsedcanseey 54,517 

OD 6056500 cscceceus 38,060 
MEAT, FISH & POULTRY 

SO reer rrr 37,348 

As) SPPperererre 28,296 

EE 69 chphvdus os sabeves 14,445 
SOFT DRINKS 

NEIL -uedueiessseecaas 67,631 

re 15,352 

oy ED 00 0 kt000060000%6 7,015 
TRANSPORTATION 

1. Delta Air Lines ............ 31,431 

Pe MINED, Sa Bk cvccscncsces 20,406 
WEARING APPAREL 

BO errr 74,210 


NOTE: In the figures on linage in ten leading cities, linage totals are for cities, 
The compilation is copyrighted by 
Corp., of which Reilly and Lake Shore are divisions. 


Electrographic 
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Here's How 


Costs of Radio Spots 


Talent and Production 
Costs Vary According 
to Campaign’s Length 


By Maurine Christopher 


New York, Aug. 6—Ever wonder 
exactly how much it costs the ad- 
vertiser to produce that spot which 
seems to be on the air every time 
you turn on the radio? 

Fascinated by some gossipy 
guesstimates of what the talent 
must have been paid for such sat- 
uration campaigns, we decided to 
look into the matter and see 
whether these tall tales should be 
labeled fact or fiction. 

To guide us through the maze 
of the transcription regulations of 
the American Federation of Tele- 
vision & Radio Artists and the 
American Federation of Musicians, 
we called on John Daherty, busi- 
ness manager of the radio-televi- 
sion department of Ted Bates Inc. 
Mr. Daherty navigates the ifs, buts, 
excepts and other obstacles in the 
codes with the ease of a veteran 
river boat captain cruising down 
the Mississippi. 


s Our calculations started with a 
basic arithmetic problem of how 
much the talent-production cost) 
would run for a single one-minute | 
announcement using one an-| 
nouncer. The answer: $660.79 
for one 13-week cycle, with the, 
announcement being used as a 
spot or participation (and not as a 
commercial on a program) in a 
hypothetical campaign covering 
200 markets. ' 


to Figure 


This is how the $660.79 figure 
was arrived at: 


Studio rental (an hour) ...$ 25 
Master record ............ 25 
Pressings for 200 markets . 300 
Packaging and shipping .. 200 | 
Announcer’s fee .......... 15 
Rehearsal fee for announcer | 
eer eee 9.60 | 
Agency commission (15%) 86.19) 


Many agencies actually add | | 
to such| 3 


17.64% rather than 15% 
charges in order to realize a full 
15% of their bill to the client. 

(For the purposes of this study, 
it is assumed that agencies add 
15% to talent and similar costs. 
Actually, only about half of the 
advertising agencies do so, since 
an equal number add 17.65%. By 
adding 17.5%, an agency realizes 
15% of its clients’ total charges. 

(The American Assn. of Adver- 
tising Agencies earlier this year 
made a survey of such added 
charges on  non-commissionable 
billings. Of 99 agencies reporting, 
72 replied to a pertinent question 
in this regard, regarding whether 
they charged 15% or 17.65%. Thir- 
ty-eight of the 72 said they added 
15% and 34 said they added 
17.65%. By and large, the bigger 
the agency in billings, the better 
the likelihood only 15% was 
added. ) 


# Since no advertiser would start 
a 200-market drive with a single. 
one-minute spot, the example will 
be more realistic if the announcer 
is put to work on four additional 
spots. In actual practice, this, of 


(Continued on Page 70) 


‘Western Printer’ Stipulates with FTC 
Not to Exaggerate Circulation Figures 


WASHINGTON, Aug. 4—The Fed- 
eral Trade Commission announced 
today that West Coast Publications | 
Inc., Los Angeles, has signed a} 
stipulation to cease representing 
that the volume of total circulation 
of Western Printer & Lithographer 
is “other than the volume of total 
circulation which is in accordance 
with the facts.” 

The commission’s interest be- 
came known after a competing 
publication, Pacific Printer & Pub- 
lisher, complained that false cir- 


Bell & Howell Uses 
Free Recording to 


Push Sound Movies 


Cuicaco, Aug. 6—Bell & Howell 
Co. will provide free sound tracks 
to customers’ 16mm film during a 
three months’ promotion of its 
magnetic sound equipment. 

Home movie makers must bring 
their developed film—up to 400’ in 
length—to dealers. Dealers then 
will send the film to the camera 
and sound equipment manufactur- 
er’s laboratories in Chicago or 
Hollywood where its Soundstripe, 
a strip of magnetic material, will | 
be bonded to the edge of the film. 

Returned to dealers, the film 


then can be used for demonstrat- 
ing B&H’s magnetic recorder-pro- 
jector to the customer. 

The promotion is the outgrowth 
of a merchandising plan used in-| 
dividually by dealers and will! 
extend through October. It will be | 
backed by national advertising, | 
direct mail and dealer display | 
material. 

Page ads will be taken in Sep-| 
tember issues of American Cine-| 
matographer, Home Movies and 
Movie Makers and October issues 
of Modern Photography, Pho- 
tography and U. S. Camera. 


| statement 


culation claims gave Western 
Printer & Lithographer an unfair 
sales advantage (AA, May 28, ’51). 

In the stipulation agreement, 
FTC said Western Printer & Litho- 
grapher’s rate card No. 3, used 
from May 1, 1948, to Jan. 1, 1951, 
said the publication was mailed 
monthly to a minimum of 5,000 
printers, lithographers, publishers 
and allied graphic arts craftsmen 
in 11 western states, Hawaii, Alas- 
ka and Mexico. 

“According to the weight of evi- 
dence.” FTC said, “during sub- 
stantial portions of the time when 
rate card No. 3 was _ used, the 
monthly volume of total circula- 
tion of the trade magazine... 
dropped substantially to figures as 
low as 3,000 to 3,600 copies.” 


8s In_ protesting to FTC’s San 
Francisco office two years ago, 
Worth Seymour, publisher of Paci- 
fic Printer & Publisher, pointed out 
his publication is a member of the 
Audit Bureau of Circulations. At 
that time, Standard Rate & Data 
listed Mr. Seymour’s publication’s 
circulation at 2,000. Its ABC cir- 
culation was about 1,600 for the 
last half of ’52. 


Western Printer & Lithographer 


is not an ABC member, and pro- 


vided no verified circulation state- | 


ment in SR&D. 


Its latest sworn | 
indicates a circulation 
of about 3,600. 


Saxton Handles Home Show | 

Saxton Advertising Agency, Mil- | 
waukee, has been appointed to 
manage and operate the Milwau- 
kee Home Show for three years, | 
beginning with the show scheduled | 
for March 13-20, 1954. During the 
past four years all publicity and 
public relations for the show have 
been handled by the agency, which 
will continue in that capacity in 
addition to managing the annual 


‘affair. 


NEW INTEGRATED ADVERTISING—Ten non-competitive national 
advertisers in the home products field will appear in this four- 
color spread in The Saturday Evening Post Sept. 12, in the first 


88 Canadian 
Agencies Billed 
12% More in 52 


Orrawa, Aug. 4—The Dominion 
Bureau of Statistics reported this 
week that 88 Canadian advertis- 
ing agencies had billings of $121,- 
666,923, an increase of 12%, in 
1952. 

Of this amount, about 39% was 
accounted for by five agencies, 
each billing $5,000,000 or more. 
The five billed $47,061,150. 

The report also illustrated the 
growth of the advertising agency 
business in Canada: the 88 agen- 
cies reporting operate through 152 
offices located across the Domin- 
ion, and the 88 make the largest 
number of agencies recorded (in 
1951 there were 83, in 1946 there 
were 57, and in 1941 there were 
49). 


s The number of employes has 
likewise increased. In 1952, 88 
agencies employed 2,698 people, of 
whom 1,431 were men; in 1946, 57 
agencies employed 1,816 people, 
926 of them men. Figures for 1941 
show merely that 49 agencies em- 
ployed 1,237 people. 

As the number of people em- 
ployed in agencies increased, so 
did the salaries paid them, and ata 
much faster rate. The 1,237 people 
employed in the agency business 
in 1941 earned $2,793,200; the 2,698 
employed in 1952 earned $11,482,- 
910. In other words, while the 
number of employes has more than 
doubled, the amount paid has more 
than quadrupled. 

The per cent of gross revenue 
finding its way into salaries re- 
mains fairly constant. In 1941 it 
was 57.9%; in 1952 it was 6C.2%, 
which represents a slightly higher 
percentage than in 1949-51 but 
lower than 1947 and 1948, when it 
hit 61.5%. 


|sociated with 


® In recording the significant) 


ishifts of agencies in the billings | sc 
| bracket, the report shows a sizable | Cinnati, as service manager. Percy 


| 


} 


growth in the number of agencies | 
billing from $100,000 to $499,999. | 
There were 33 agencies in this 
bracket in 1952, where in 1951 
there were only 23. In the less 
than $100,000 bracket, there were) 
15 in 1952, against 21 in 1951. | 

Billing between $500.00 and 
$1,000,000 were 15 agencies in, 
1952, one more than in 1951, and | 
in the next higher bracket—$l,-' 
000,000 to $2,499,999—the number 
of agencies stayed constant at ten. 

(Continued on Puge 74) 
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Shuw-House tool 


of a series of similar 


and integrated with 


New York, Aug. 4—Ten non- 
competitive national advertisers 
of home products will appear in 


the Sept. 12 issue of The Saturday | 


Evening Post in the first four-color 
spread to be launched by Show- 
House, 545 Fifth Ave., a new ad- 
vertising service organization. 
Show-House, according to its 
managing director, Charles H. Al- 
bin, will create and coordinate a 


Business Paper Ad 
Volume Is Up 4.1% 


Cuicaco, Aug. 4—Advertising 
volume in business publications 
was on the increase during July, 
according to Industrial Marketing’s 
monthly tabulation. 

The 273 business papers included 
in the IM statistics reported an 
increase of 1.1% (363 pages) for 
the month, compared with July, 
1952. This increase was small, but 
it continues the trend toward in- 
creased advertising in business 


publications which have reported | 


a total increase of 4.1% for the 
first seven months of 1953. The 
boost represents 9,722 more pages. 
The Industrial Marketing tabu- 
lation breaks down like this: 


Month of July 


Classification 1953 1952 % Change 
Industrial ............ 21,067 20,807 1.3 
Product News* .... 2,762 2,585 69 
ae 5,611 5,667 —1.0 
MIE * Gdaedesvvev senna 2,060 1,992 3.4 
ee 1078 1,164 —7.4 
SS ere 32,578 32,215 1.1 


January-July Inclusive 


Classification 1953 1952 % Change 
Industrial .......... 158,595 152,867 3.8 
Product News* .. 21,051 19,772 6.5 
NE evncwstavciaied 43,691 42,072 3.9 
IE ©. sacctsabenscanss 17,890 16,534 8.2 
BE | eatennniaces 7,985 8,245 —3.2 
ne 249,212 239,490 41 


*1/9 page units. 


Cincinnati Agency Names 3 


Howard P. Volk, formerly as- 
Thompson-Koch, 
New York agency, has joined As- 
sociated Advertising Agency, Cin- 


R. Harrober has been named pro- 
duction manager, and Dolores B. 
Mescher has been named media 
manager. 


American Seating Promotes 2 


American Seating Co., Grand 
Rapids, Mich., maker of church, 
auditorium, theater and _ school 
furniture, has promoted James M. 
VerMeulen, v.p. and general sales 
manager, to executive v.p., and 
James J. Thompson, field sales 
manager, to general sales mana- 
ger, succeeding Mr. VerMeulen. 


~ pe een Oe 
em Se eee ET eee oe aetna tate 


ads planned and executed by Show-House, 


new advertising service. Products of advertisers are highlighted 


products of non-competitive participants. 


 Show-House, New Advertising Service, 
(Runs Spread for 10 Companies in ‘SEP’ 


~- 


new series of integrated home 
products advertisements in maga- 
|zines, newspapers and television. 
National advertisers of building 
'materials, appliances, equipment 
and furnishings will participate. 
“Each advertisement will fea- 
ture a front exterior view and 
floor plan of a freshly designed 
model house,” Mr. Albin explained. 
“A group of American architects 
will be the designers. Ten detailed, 
close-up views of the interior and 
exterior of the house occupy the 
bulk of the space, each view high- 
lighting the products of partici- 
pating advertisers. Full-color art- 
work and editorial-type copy are 
used to achieve impact and reader 
appeal. Celebrities will also be tied 
in. Mr. and Mrs. Dennis Day ap- 


pear in the September advertise- 
ment.” 


# “Three spreads have been 
booked in the Post,’ Mr. Albin dis- 
closed. “These will appear Sept. 
12, Oct. 10 and Oct. 31. 

| “This type of integrated adver- 
| tising,” Mr. Albin said, “has many 
advantages. For one, low cost. An 
insertion costs a participating ad- 
\vertiser $6,300. For this he gets 
design, artwork, editorial copy, is 
;covered on all production and 
space costs, receives weekly re- 
ports on inquiries, and the adver- 
tiser’s agency receives its 15% 
commission. 

“In addition,” Mr. Albin said, 
“each advertiser benefits by the 
impact value and high readership 
of a four-color spread, and by the 
original presentation of home 
product advertising in connection 
with a wealth of home-building 
and modernization ideas. Also, the 
retail-level merchandising aspects 
jot this type of advertising are un- 
|ique and exciting.” 


/® Show-House, the company, is a 
/partnership of Charles H. Albin, 
managing director, and Jule R. von 
Sternberg, executive editor. Mr. 
Albin was formerly manager of 
Esquire’s home planning depart- 
ment and a sales and advertising 
executive with F. W. Dodge Corp. 
and American Telephone & Tele- 
graph Co. Mr. von Sternberg was 
director of Good Housekeeping’s 
building forum and architectural 
editor of Esquire. He is a profes- 
sional architect, and has written 
extensively on home-planning sub- 
jects for trade and consumer 
publications. 

Beginning the first of the year, 
Mr. Albin said, it is planned to ex- 
tend the service to other media, 

(Continued on Page 6) 
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Manufacturers ] ump on 3-D Bandwagon and |&'s are going into sound equip-| 
Show New Wares at Audio-Visual Meeting 


(Continued from Page 1) 


‘graph that gives somewhat of a ers are adding iutomatic slide pro- 


ment. Sound s:ar makers, on the 
other hand, ae eyeing the slide, 
_ business. Man.» other manufactur- | 


tracks on a single strip of tape three-dimensional effect to re- jectors to their lines of manual 


bonded to the edge of the film. 


‘corded music. It has a speaker on projectors. | 


RCA uses a Selsyn interlock sys- each side and one in the front of | 


tem to synchronize two cameras the cabinet. Each plays the same GF Sells Blue Points Co. 
which take the same picture at soundtrack, however. 


slightly different angles. The same 


Magnecord has produced a true. 
system lines up the two projectors binaural tape recorder. Recordings | 


General Foods Corp. has sold 
Blue Points Co. and its subsid- 
iaries, including Connecticut Oys- 


when the pictures are sent through are made with two microphones |ter Farms Co., Milford, Conn., to 


are required for viewing. 


are resolved into a 3-D image by tion. 
Polaroid glasses. | 
Webster-Chicago Corp. 


and s After 3-D, the big move in the 
Magnecord Inc. have a hand-hold industry appears to be synchroni- 
on the 3-D bandwagon with ster- | zation of sound with automatic 
ophonic sound systems. Webster- (slide projectors. Many slide and! pion-International Co., Lawrence, 
Chicago has developed a phono- filmstrip equipment manufactur- | Mass., producer of Cico paper. 


polarizing filters. Polarized glasses and taped simultaneously with P.O. Mercer, president of Blue 
dual heads on standard %4” mag-|Points Co., and his associates. _ ‘ 
‘netic tape. Binaural playbacks are Assets of the company include 20 Advertising volume for business publications was okay during July. 
s The Pailard system produces 3- achieved by an amplifier which boats, 30,000 acres of oyster. 
D pictures with a single Bolex sorts out the tracks, sending one |8Tounds and processing plants in 
camera. Two pictures are picked to one speaker and the other to a. 
up on a single frame through spec- speaker in a different location. 
ial stereo equipment. When the Each speaker projects a slightly condiments, and General Sea- Europe isn’t spending enough money on advertising for tourists, ac- 
film is projected, polarization sep- different version of the sound, giv- | foods divisions (AA, July 6). 
arates the two pictures which then ing the effect of depth and direc- 


Rhode Island, Long Island, N. Y., | 
and New Jersey. GF recently dis- 


To Champion-International 


Thomas L. Stirling, formerly | 
v.p. in charge of book paper sales. 
for LaSalle Paper Co., has been) 
| appointed sales manager of Cham- | 


is your 


inarut? 


( vo your advertising more power! 


Get it out of the rut with Switzer 
DAY-GLO® Daylight Fluorescent Colors. 
They're up to four times as bright and 
visible four times as far as the brightest of 
ordinary colors. 


A new Switzer Color Guide will help 
you make your own DAY-GLO color 
choices and comparisons. Send for 
your copy — today! 


SWITZER BROS., INC. 


eae FIRST NAME IN FLUORESCENT COLORS 
: 4732 St. Clair Ave. * Cleveland 3, Ohio 


in Canada: Standard Sales Co., 4097 Madison Ave., Montreal 28, Quebec 


advertising ga 


74 


There are licensed Switzer DAY-GLO 
craftsmen near you, eager to show you how 
to use “The Brightest Colors in the World” 
—make all your advertising look better and 
work harder for you. May we put you in 
touch with each other? 


| GREENSBORO, NORTH CAROLINA 


Advertising Age, August 10, 1953 


The Milwaukee beer strike is over but has left some problems. Many 
local breweries picked up business which they now are trying to 
hold 

Western Union’s offer to help travelers find hotel rooms is not popular 
with many hotel men. Chief objections to the plan center around the 
lack of checks and safeguards on possible favoritism of WU employes 
and difficulty in checking credit of guests .............--.. Page 1 

Rystan Co. has sold more than $45,000,000 worth of chlorophyll tooth- 
Paste to manufacturers. This and many other fascinating facts about 
the toothpaste business come out in the suit filed by Rystan against 
ES a ree Page 2 


It increased 1.1%, continuing an upward trend ............ Page 3 
Pity the poor adman in England. According to a booklet by the Brit- 
ish Advertising Assn., even a top-flight account executive doesn’t 


cording to the U.S. Chamber of Commerce in Italy. It points out 
that European nations spent less than $1,000,000 in 1950 when they 
should have spent $9,000,000 in bids for American visitors. .Page 48 
To prove that it isn’t ashamed of itself, New Hampshire squired a 13- 
year-old Arizona girl around the state. Faustina Ramirez asked the 
state “Are you ashamed?” when she failed to get information she had 
written for on the New England state .................06. Page 49 
Typing and shorthand are important for women wanting to get to the 
top in TV, according to a panel of women at New York University’s 
summer radio-TV workshop. They should know; they made 
ee ee ere ee ee ee eee ee ere ye ee ee Page 51 


There are other ways for women to get a job. An unusual “split” ad 


which a publicist used to get the attention of Hollywood movie 
moguls for his beautiful client worked. She’s been offered two long- 
ee cs 5s a Seta ee bo es Se od 05 4S DAS Page 64 


REGULAR FEATURES 


Advertising Market Place ....66 Mail Order Clinic ........... 58 
Along Media Path ........... 15 Merchandising Devices ...... 62 
Coming Conventions ........ 26 | rrr 50 
Creative Man’s Corner ....... 54 Photographic Review ........ 64 
Department Store Sales ...... 66 Production Tips ............. 56 
re eas dee a ia 6 ed 12 DD PED, Gccechas ceesaen 12 
Employe Relations ........... 54 Salesense in Advertising ..... 56 
Eye and Ear Department ... .58 This Week in Washington ... .60 
Getting Personal ............ 28 Voice of the Advertiser ...... 44 
Looking at Retail Ads ........ 58 You Ought to Know ......... 22 


c , 
-¥ ‘SSIFICATIONe® 
OLUME | 


64-page brochure | 2h 


Ee et te Pring 6, es se 
Here are the authentic sales ele sonal hea 
data on the Nation’s most im- ee 
portant markets which ac- | 


count for 68.5% of total retail | |x mney aa 


sales, compiled by SALES | Stree SSS we seme 
MANAGEMENT and_ produced 2) SS Lee 
by the GREENSBORO NEWS & |mys ¢ 0 on Se 
RECORD. Komplete Nonny em, 


RANKING OF 
225 METROPOLITAN COUNTY AREAS 


in 13° Sales Classifications 
by Dollar Volume, 


plus complete data from the Survey of Buying 
Power (May 10, 1953) for these areas. 


*Including 7 additional sales classifications 
compiled by Sates MANAGEMENT and 
published in this brochure for the first time. 


For the first time you may have for the asking, tabulations 
of 225 important markets, arranged according to 1952 sales 
for each of 13 types of retail outlets. Because the population 
ranking of a market rarely coincides with retail sales rank- 
ing, this brochure helps sales, advertising and marketing 
executives recognize significant differentials. It permits 


evaluation of markets by dollar-volume, serves as an authen- 
tic yardstick for comparison of actual sales with market 
potential, helps plan promotions and reach decisions affect- 
ing expansion policies. For your free copy, write on your 
company letterhead to Advertising Research Department, 
Greensboro News and Record. 


Greensboro ~— asa 
News and Record \@ael 


Represented by Jann G Kelley, Inc. 


———— 
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Roper Corp. Promotes Sorby 
E. C. Sorby, v.p. in charge of 


‘To Kastor, Farrell, Chesley 
The Manger Hotel Chain and the 


Corp., Rockford, Ill., maker of gas pointed Kastor, Farrell, Chesley 

ranges and pumps, has been pro-« & Clifford, New York, to handle (Continued from Page 3) 
moted to v.p. in charge of trade their advertising. Ernest Byfield and to book advertisements on a 
and public relations. Jr. will be account executive. three-time minimum basis, at 
which time frequency discounts 
will be started. 

Each ad carries a coupon for 
‘readers to use in making inquiries, 
requesting literature or ordering 
full-scale plans for the house il- 
lustrated in the ad. Advertisers 
will receive weekly reports on re- 
ae 


f WHBF 15 wow CBS t 


FOR THE QUAD-CITIES 


Effective July 1, 1953 
Les Johnson, V. P. & Gen. Mgr. 


Gee. 
WHBEF :: 
oe 


i: Advertisers participating in this— 

fall’s promotion, together with 
‘their agencies, Mr. Albin listed as 
| follows: 


son & Cairns); Celanese Corp. of 
America (Ellington & Co.); Amer- 
| ican Radiator-Standard Sanitary 
|Corp. (Batten, Barton, Durstine & 
| Osborn) ; Marsh Wall Products 
| (Howard Swink Advertising Agen- 
cy); Combustion Engineering Su- | 
perheater Inc. (G. M. Basford) 


VELCO BUILDING, ROCK ISLAND 1uvo1s 
| Represented by Avery-Knodel, Inc. 


"e 
© 48 rug 0 


Three of the Outstanding Values from 
ADVERTISING IN THOMAS REGISTER 


Advertising in T. R. continually produces “‘top quality” inquiries re- 
sulting in sales. In terms of purchasing power and volume of purchasing, 
T. R. far exceeds any other such publication. It is an established fact that when 
advertising expenditures are curtailed T. R. advertising is usually retained. Such 


is the faith in T. R.’s power to produce “Inquiries that result in Sales”. 


Advertising in T. R. cooperates with and enhances the value of all other 


advertising. A. In addition to originating buying inquiries directly, it presents 


product descriptive advertising at time and place of sales opportunity when no | 


other advertising is in immediate evidence. B. It revives impressions created by 
other advertising, when the complete source-of-supply for a particular product 


is desired. 


Advertising in T. R. will establish your name in industry. The buyers 


Je 


who represent better than 60% of the total industrial purchasing power of the 
United States are continually aware of T. R. advertisers and the products they 
make thru their continued referenceto T. R. product descriptive advertising, 


product listings, index to manufacturers and trade name index. 


It will pay you now to find out why 
10,384 advertisers use space in the 1953 edition 


THOMAS @ 
REGISTER 


96% PAID CIRCULATION 


Thomas Publishing Company 
461 Eighth Avenue, New York 1! 


C. H. Masland & Sons (Ander-| 


Show-House, New Advertising Service, ) mer — 
appliance sales of Geo. D. Roper Weylin Hotel, New York, have ap- Runs Spread for 10 Companies in ‘SEP’ , 


Co.); RCA Victor division, Radio. 
Corp. of America (J. Walter. 
Thompson Co.); Estate Stove Corp. | 
(Don Kemper Co.); Devoe & Ray-| 
nolds Co. (JWT); F. C. Russell Co. | 
(Gibbons-O’Neill); Amana Refrig- 
eration Inc. (Maury, Lee & Mar- | 
shall); Caloric Stove  Corp.| 
(Geare-Marston); Pacific Mills. 
(JWT); Barrett division, Allied 
Chemical & Dye Corp. (McCann- 
Erickson); and Libbey-Owens- 
Ford Glass Co. (Fuller & Smith &| 
Ross). 
WwW. FRANK GATEWOOD has been named 

ger of the Washington Times- 
Herald, at the same time continuing as ad- 
vertising director. William C. Shelton will 
relinquish his duties as general manager 
| but will continue on a parttime and advis- 
ory basis and as a director and treasurer. 


Six Name Marrus Associates 


Rick Marrus Associates, New | 
York, has been named to handle 
advertising for six companies. 
They are Anker Corp. of America, | 
New York maker of the Zig Zag | 
sewing machine (general, sewing | 
publications, editing a house or-| Continental Can Buys Mills 
gan for dealers); My erstown | Continental Can Co., New York, 
‘town, Pa., maker of exclusive Mo- Stock of the Elmer E. Mills Corp., 


mex metal castings (industrial Chicago producer of plastic prod- 
/publications and direct mail); ucts. The Mills company has one 
‘Universal Aviation Equipment plant in Chicago which will con- 


Inc., New York maker of aircraft tinue to operate under the direc- 
‘instrument panels (trade’ publica- tion of Mr. Mills. 

itions, direct mail); A. A. Moore 

Distributors Inc., New York maker Forjoe Appoints Two 

of materials handling equipment, Dick Foote, previously of Clin- 
‘(trade publications, direct mail);|ton Foods, and Dick A. Watson, 
‘Calabrian Co., New York export- formerly of N. W. Ayer & Son, 
‘import, and Tri-K Mfg. Co., New have been added to the radio sales 
|/York maker of electrical supplies staff of Forjoe & Co., New York 


Kine cal trade publications for radio-TV station representative. 
both). 


Omaha Mutual Backs Godfrey 


Mutual Benefit Health & Acci- | 
ident Assn. (Mutual of Omaha), 
;}Omaha, will sponsor a package of 
‘the first fifteen-minute segments 
‘of the daytime Arthur Godfrey 
|radio and television show on CBS, 
which began Aug. 3. Bozell & Ja- 
oe Omaha, is Mutual’s agency. 


The Leader in 
Rapid Production and 
Effective Distribution of 
Radio Releases and 
News Mats 


* DETROIT 


a 


* SAN FRANCISCO 


Katz Appoints Bolton 

| Nick Bolton, formerly of Wil- 
liam G. Rambeau Co., has joined 
ithe Chicago radio sales staff of 
the Katz Agency, radio-TV station 
‘representative. 


| 
| 
| 
| 
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Whaley IAX\POSTERS 


Move with and into the crowds with 
Taxiposters. Your colorful displays are 
where the crowds are . . . the stadium, 
theatres, hotels, train and air terminals. 
There are no stagnant locations—no lulls. 
And Taxiposters are surprisingly eco- 
nomical. Your advertising message costs 
but a mere penny per poster traveling five 
to seven miles. Write today for rates 
and availabilities. 


The Outdoor Advertising Easiest to See 
WM. E. WHALEY COMPANY 


136 So. Fourth Ave. Louisville, Ky. 
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Youngsters are cautious and competent critics . . . 

weighing, comparing . . . and, finally selecting their 

preferences. As they scan the 400-odd comics books 
on their newsstands, most of them choose titles of The National Comics 
Group. We like to believe that it’s because they recognize quality . . . 
quality of conception, writing, artwork, printing . . . all those things that 
make for leadership in every field of publishing. 


With its selected audience and selected editorial appeal, The National 
Comics Group is doing a thoughtful and effective job . . . is presenting 
in a new garb those age-old charmers, Humor and Adventure. Our 
advertisers benefit, too! 


National 
Comics 
Group 


Represented by 


Richard A. Feldon & Co., Inc. 


205 East 42nd Street 
New York 18, N. Y. 


CHICAGO 
SAN FRANCISCO 


LOS ANGELES 


PORTLAND 


Re Be gta of fia iy Mei tg Sn AT Ty Oe Bate NED etek a AN TR a CO eae oe US ag Bae et eee SOR acct, fee) Se TG “ee BR ee a AS Gl ee iN ae ee Ot. hey Ds Se eet EP ase se I ek Bee tg as ot rare eek eel Sn. a ation ea. a: ahs ae. Seg ESS Ope ae. eae int Bae teen a on ae Nt eee Re 
TRL sie OS Pa taotek tae sca Dat oS Se Oo oR Le a aera Cae e CASS? Eee ae oneon ain bees ae cme eases Pay. hoa « Db, ioctl ane cea re, SRR in aan IR ME RL OTS hs Te aig CRT RD ati 2 lr, SS Nel 1 Sta ie! SCM ey 2h 2 Alo ch Di CB ai ta ead ey Bae ai Ui ay, ee eee Mt GY CLS eE eater nity use be EG? OF ve 
eo. “Ber le seg ea as ee ae fas igh eer SE Po tele See neon Ame Ns etendy te SHC wee tn ey eat Renee cate eer em aes Bate Fe ea! ete a Oa eerie We pace & eae, eae eee 5%” SSO REM ois lana aoa a RE lr 
So AP tater ai ane SS JB 2 Ee NS ee MN Se * hae a 3 ae Be oh eae Hi eaten Pe Br. Aree wet hoe ae eo oie SA ge hove oe a in: ig mpi ng ait | pics ieee bom ee pete aa OP Bese goes BN oe au fee ori Ertl Sn ee iced Meese beac Sica 
ta dea at Sieh tee eee > og Mi ean oc ON) eR SPURT eee Pass See ioe ; ess oa age Ieee ee kn bore PRE RR cad es nh g amphi cere ag Re RS POY aia gest Ge) ao ee ee ee ane PS ae Hepa Rtas Chip anpe teks <a Wik ay Gos © Mg 
Speer ee de ic PR mae le ee ace agen ene TE RED ED. PAE SEES SOIT CORREA TON Se, PRES) Feng: A SB 
Ray =i re j Fee, ceeds sete haere : 2 : * b Sey leas ; ‘ : REECE CE : ers Shes, ee : ae ie Re iene eR a 
Mem PGES oa cet Ts aE. 7 cea ed felt regs 2, Ae ees oes Opie gt. mae nae ae Phy mee , tha ye dee - nbn ee tk Si “poh, ae } Piet ser bee p 
er ee ne ee! Se oa meee: ae I fos Sai Me Race 5 CS i alae oe ee Re 2 nape eth eh ayia aa ae Wee See a hi ‘ i ; Se ae get ; fl hi ee Pate 7 ie 
4 Sai hee ORS SR ha a St A Pelt age » oe te Seg a eet ge a SAF 2 je os” SMe banka ie wTlatt. ~ i a ae EO cake ih? ene, 3 asi aa ge ngeen wen Ae 2 ae - Sein Mae Pa Fo. ee ~ ere eee * ee a 
eed : a : a ft ee es Tene naa a emia * WLR gel, oo ae see eas Nae ee eee nak bolt ee ene ii mi * as Fhe aie Sa hah eee e 
: pba to ne 7 es i lg | Sa Pesala aaet : aes Se We PEs Ti aoe =") FEE ro Poe NRPS URI Te reais Fo RE Nice «ea artis. ME UES Us Ee Na SOs SaaS =o adler a ela i 
r " » . ¢ ee > g roy Sy pee Rear il 
Z s : Sa 
' 
i 
| 
j % 
> RSC 
Ly - 
a J Pp 
’ 
| if, 
' pit if 
q “Pon f -} 
{ 
4 . 
4 
{ } 
f 
4 
a 
{ 
t 
| . 
<. xt 
eat, 
et ai 
PO ro * aie 
PY oe a ii 
2 als: 
sips ee 
Pe lene ape 
f eis 
SS Baars 
= ane 
boeataraes 
f i Ps hee 
Ge care 
jie i - poi = 
: i Mena ig 
tye 
i i eee See eee ct it Be Ka tp ss ee : eee ee Ee > ie ee A pp deena kes ee". omit oh te AE es See a Ga me rE oe ee ae ade rs Pad ete (oikp nae eRe en Sate Soke Neg Sparel oe ye Ry hs 
sik Ayn eran NS) ils Maancee ats as ee Pi.) ane Wie ch dk tite eee i i Si ae a fakes 9 0” tee ee Set Pe a Rane eee i Se. eee ee Ba 
= Et : leer ree aien ale e” oe rem: | hy pee SE Oe ee, Oe ed VR cept SAG Me rh ATE eT le a Rea iA En eh Sn at og eos © 9 ON Realy ; eee er a TL 8 oS SR eee te ea era.’ ie URN, i aii aia BS 9S ae al ation 5 len aa 
| a eter ener han ec Cee ee ORD See Sem 0 fo a Agee ee ig cece eee a a ANS ra) Roe pl 
j y : eee fe iis: : * . he = : $ ot: tact... Sea ere, be ee Se Te ee er ee. ei ee Epioad wy ee eee aie (phates ee 
ue ete a Laebae i oe ee Te oe a ‘ = ee ’ . ; : : ees a ve oe Pas es Oat ae 
sine, pies ihe dei AR Te SM tee nt sii: aac Sr 5 RA lo Sei | ‘ a c Ft ee ee ie - i ‘ : + . 
1 ee aap Sk ai le SAC ei dete pak aera a eden, me ee 0 AOR CIR Se ae Weer se Hiss te ete al Uae MS Bema ia RN, iia 
ag Bod aes age ie, i Loge ae eit eee heen ye E ah i ate Vee * fe ee ay ee oN eee ge ayes Ses Ee eran re es Sane Pon Peake isc Re ce on ae. 
Be eres ie Se a a utter y Waele the Sri: NRK Oh pee a he 2% ea " “ z re by i i y p 3 . ay ae 
es tie sat Se Ne Be eric Pas Se ee eee re ee" Bes See re ent fies Se s fects = ae : Bnteraitige V3 Oates Mies : 
Ae Ji pee wee Bis Dents eRe ith Gan a ON atc Ree 8 ne eas eel ea : j : see Be arte a, a eee Gea Rises J Z epee : : : aa 
i: ee Ae aa cope Tee meee. ein ie. t Eee ge ee a eng? ey aA PS, Ay ee Rama Rt ee er oat re, i ag Cohan a kaa 7 ap lheer teat ~ t : sli 
wy Re age he Bee a ee ok ae Belles 2 De ne ea Re gee cM. ee ee ‘ ee Lo eet at * Reatetniaty ra sae ee sate EOP ty ee a - Peary, 2 
Foe eR A Re a ae Lc, 7 aa ta tape, We gen Sy is 2 Se ai lh ded (gm Ra ee Se ee ee IO or ete ; Wep a  ae RENAE Po BER hn Shs Meer PEPER cd Fang ah : Peete ey 
lla i Ss os rename mii cia Ne oe i iP NEG et oe Re MM Pee 
ae Pea eo (ee ale ete © So, a cole ae Rais An BOe eiivce Wee Ry pane hoe as pena ier eat He gall aie agra ene =, (ees: 5 
ee as Tegra 8 QT hare aie ys halle seen ati Pea ee ety 0b ce EE 9 NN oe ea ull ieee ea co. 0 9 SRI Mens eatin en oot! Mets an aN NRE IR As ar “EIS oe Sem esa roa ees 95 ae 
| Beer os Mae? em TM 2) es AL eg eC a Ba See ES Ee BIDE eg ee her meine ail ele, MER Cah th A Moh ee Cog ene, UL kas ae } ae Gea ieee 
\ ReaD a fie ey ape Tain | cat To SR RR Nie CeCe facia We Recs cae nm ee aid, eR hey, ERT to SN ea RRR ore SiN eee en RM ina aac 8 Peon pen pees: nie OA gs 
ot aioe tam TT it one he ree or eae Veta ee Soe Pipe ae eee SS a ee eT ee Mie es eek 
Ey Sie tian oe eM TiS fg! Sos = se et a at ete eee cae yy.) ean as a rr ae Na cd ae aa ee Sy EE Nw fo, alah Poe gS eee ae 
\ Pada PES SB yeah a ; : re EP Nacsa rire ‘ SRO ES Sta a) AU Ve er Jie oy ea HGP NC Ree ee PARE tees Ms ore 
- i 3 : mae peer (eens Pe as S Be cays te ee P ani ‘ Tale ey ae ; : nM Spall) a Pos Saat eS Searee EAD g Rcp * ia Fe yn 
H gueres jay HESS Mahe Se Pe ane ' AER gas 2 aaaee. ‘ gilt Seale geste nace: Sen, an oy had vel ape ign SAP Nse ac the iss ab-ah 
0 See er ke a 7 eee ee es on ae ae tf PS te sell he Supt re 4 : , Gre an a eat Sa sty beogee aoe. shoe rere es, Eadt setae aienty bee igoes 
} ae: aes E ipo ro eR SR ce me cP He) Paes PAP wera Ieee : Lerner Si 4 aang i Selim garg cape Me ae 3 a se ‘ t Re eS) eae igen BG Stent eget 
| Nae ge oo eee ee me Bre Spencers: hone Aes te Meeps Lit oh Ne rs Br AEST oe ieee pe ce ees io ee Pama Sacemoenia) TOS Mga, SS SRR ER YRS Oe aes 
elvan ee ve eet Sai nper s * ageunegtea| ec Spee tae ery Fee eye me Fi Celi Cale Sige ee kad eee ih ee Cee ern RR OP er ae a a eae 
sce a ee ahora ae! eee Os ean es pee ee a ae ee ae oe ek: oom tases, > ke 
Eee ME sie > 0," ape ee rales icc Oe eda en ht eH i ee Aa Sy gee alike AAS aa bite be ne nD ‘ a z noe . an SAP oo 9 TS A ae. ee eee Re, De Mer aaa : r en 2s in ee ae eed eae 2 oaths t aedee: : pea - 
IE acto RR ARLE EO GAA ITUN (HR cd t's) 2a 0 ig BA eR RM NN a lh See a TOM at ON os lh OS ye la) ale Ul a iP ar ite tia eM I So nek CM ahs el aad a gl be a a RR gc ed aa Be ea 
‘ BE ee a et ig a ht co Ba 1 ni Ls ae Se cc tried PE ete io mes ay, a ae el era eee Ah by Sc bing ac) oem gl oi ee ar # ae a as a A a trae Rita Hiei Sec ne eatin scien Steen ay eae de ae on ee ey os Na Beis 
Bi Us Soe Ae cer ea aR cg Oe Pr Cec ss aR BR AN mS aN ee el ct cacy’ 5 ee 4 A Nits > ae ae ws se Se rane eat, See en ce Ue ae ee ae ater cs Piet ack, oor aeiter Nanna ee pee 7 ol a eels) 
+ euch Whine ee Oe en a ner 4 pecans: Reta eee eee bir Pearce ut alae 8% iy rs Panella RR aca at ci ie ee oy Bon. Ceres ieee ae ee pee Bee en anes as es " Fs an eR i 2 a gn’: ea aay 
Raby ae ae ees os eee Ve ee a eee patie: tT ieee bs | SE RMR iets) te ares EGF AE Barc i area tae '3 oe eae Stacy fo ar cee Catal MIR Ra Raeee teed ae waaay et EL eee re Ne ta co) gh Jt ie Ee 
( en Te SOS a he uate em 1, eM Ie ES oy Se PF 6 = i Se Ss haa iS AVG Ma Pe 7. Rie Oa, Was ae ry. eRe erie? er see < a, a Hig OE ria ks F hen eee pai wre! 1 SEA acta A, toons Me ee <a a 
Bos Sa iaaline he cl ec Pape paola mg ie Meine MRD! rary RIE on 12 PE Bie en ce Ee Se eae rere anaes Beets oo da Be ape oe ee Mees ence es ino = Noe RS oe eet a AE rs Seer e pee ke 4 eae st i oe ie Loge ie 
Sead ee ae a i gst om Bees) Cte las 2a a ae: ee “Ae meter ites: ue eee ae rd pts ltt Nan ewe teh ete a rn eg tos eee Maitiety tre ae ot amet Gee 4° Ome Mit tn SREY tee te ee ee ss Roa ie as bhiceate eee eis eee eS 
= CSP. no So arene = | ject eaeatlar Ae ee eee Pine “Spies he ea kag ps os aware aoe ae : r Pores eS | eo mas ge et eo Tyree i BU, ss ee noe Se ee aie ae saree) Fog e rac er 
{ ; ee hiss re Be i ie + eg ore aes: ieee er aCe hoe = co ae sete hs ee ete ieee ok yma SEE ern oe aR a SaaS IEE) > SER ee RS: y Ses 2 
Be ne eT ots we ee nee eee eat a oo, en pct. gh arr ieeemame |., h $ ae whe ie BF he, sets OS chris See eae epee Coa ae ERE ck eg es at eS Orie eee id Be SAY eda ange Na Nid Bian 3 oO tak IA ES nN Lg SS aaa Bay 
Perey mene ee | Seabee. Se ocr SMe ae Oe ar Wien et hy ah PG cet - Ors ama ata tg a or ee ge, ees 
eee aa eh. tin eens caren ae ea Pete oe Rees Ne te ee eee aya eS he SS emigta eee he eee ae en aL iy ba eal cS aie lt 2 ee Sth Sea 
seen ten eae Re ae aan eg heen ; 4 - * mee at Berni f RE he eee Re ee Rt SiN Se ar Bigs ash d Ldn 28 aint ieee F NEE ges eet: 
x ES cog: Sie a Lh oa pad AS, 4 ome Ai ae : > Mee ab Rec een gies en Seon ee Abe aa Bi bes Ye ee ee ce Sa are Ls ciate * r Boe. ae Saas 
se i i a ene age is : é ee ¢ i a eae rs = f Te Tea cs 4 Me pat ae ieee i z Bad 2 - Bec ee 
Re tik ee Leica sid ts Tes Bae. ‘ ee 2 EC See ees muro nee See i a ee Lees feral Bead la baa es ae is Sea 
3 . ie ae : e . 4 mt Bhd ae ora ‘ 
] sah ales. i). Sepia ple s i a me , 
ee ie eet co: iss a : S on ‘ oe : oo aa 
ere os tet eS Ropes 3p i ; nee : Son ene Sele eae ees. 
{ emp Cae. 9 ae s = See ee Speer ° 
+ Bo ant ae Be ia ¢ 3 ‘ ; ' c . ary si a ate ras Sh so as ee ewe Neiete ces 
Ree COR age Yay : f ces Ae ma aga op ae frie oe : a ec 
ae Sah eT oe r sai vitcerte ea v6 tee secant ine Ria Sie Tal ara weiner a SN ae 
— Ee a Re a a Stes re av ¥ CEES pom Een lens gt otal naan er ys oe 
ue : me Bin he iene: area a : S REE ah nn eae ay ne Peek oe 
) eee eee te ae i Satis ae ay ee ema ces Se gk ba: 
nS a * : (eRe ree. : ae TE diy kes 23 Sa ee, 
a a Ne i os : ae Ge han es tt ee keen I: a ee 
Fi cise Aes RN ye eae = paige pu! ed te tt ae Bh en Be Ce Oe aan 
itso. aoe, A ee | : eee tem rie 
Sas: ote eae ba ete ; - Te 2k oan mv ies ae oa eee Pies en Dee stirs 
gaia VES oe oe he Ok Ga - Sh ay : rn eal gets CORON ed bean ae 
see Gea apenas . pa diet bcc a 1 ieee ee oa Mere, hg 
sp ae enh 2 a ral Sa te, PSH : caries 3S Oh nd : if - Be a ey 
| “aie = coe eer an g ' ’ ee * eT ee ae By Camis 
om, Ber eg a Sead Be ae a Bee < ¥ Bae = PEE Bis. 5 a teeies 
| eee gee ae 7 hi sci ta oe ne pics 
efeitos al an cee og oh eee aT aS iy. 5p ee a fairl aes 2 
Pee geasBo Ne © ; ae Beek ie em ae 
) PRE ate eter Meat 5 SEs foe . - eee aerae cs, , ' . Le ye eee SRY lh eo. 
| eee Wy art. sen ae oye see. en a dearer Roce ecto er ee 
| Beka: iii eee ; eee ae Ge REAM ea ck et) a a hake aie neal ; 3 m4 ; aig ike mic Pt fo ae Ey RR ne : A Se Halt ; Sans ; ba 
{ . ‘ oe F aes : 4 aa. a ee oe See i Mages i Ce ee =x 5 z es. 
ipiy: ig heat Vices ana " a ¥ ar Tiere me 7: F a 
aa 2 BS Pig adhe hy i ; rahe 2 rare t Ls ie as E Ee ace oa ee ea é ‘ : Ee cs 
{ ; ; a i : es . Fle ee a; dee anne Oe eee Sac 4. re Mig Peet ates Shade aera bees a, : eae ee oe : oS So Sa EE save od at Me ee a ae ; Wee aN : ip a5 
) Aceh Mmipabesd Sie ct: facie meen petaees bre ss eet oe ; “ : 2a = ; tga tg Wit See ede co athe a RE a eg 8 Wee Ria 825, 8 ee Be ninety 5 
an Do eee ee eb aitg bea BON Sas CORTE Wi ie ewe OA Si Pea rete eee 9 ; ALT) oe eee fc UA, oan Eee attr (Se ease a SS oR AR ss eee gee eee betes x 
eS Sea ec aaliay (2 ee ne ee eee reuse ert ad EC ec Bie 8 a amen Name eg pee serge) his eae 3) Pie eee kee an yaad ys 
po ae i Fuga a ae Lee co ae ape UF pts ea ae RSE ace See, fee BNR 8 an ied ties feet Ses = Boe a ee Nhe ete 
4 ae is eee een 5A, es sy <P eee ¢ ts och ieee i Rg at : oh ee eae tt SS aha z mere Por RT et 
i ee esse is ee aoe 5 pe 3 Se ea. Sg areca sce ve METS oni a ae Miles (i 2 aaa a Sot me aes 
Rie. re anes Von ‘ i Ageiigs ¢ Reged , ae } a 
Ded, oie : : ees aay os) sae cared: Urs ries ee eat ao : PEE i ee BS SAS CSS a eg aren ga Ee eee eM ea ge Se * 
Pe xa ; 3 Pane} ‘ ge are a if eee ine§ zs “ie eee ° ihe coke et ea Rta tga oP Who pa aS Sas Boge Tey Gea ON SA), SS ee ta . age pany 
: i ; oh a esas i z % i ae a = Bees ee ee =A eka i ; Sai i 3 ee ee maa A LEY I Theda eee Decne (eat 2 i * P es a 
Pag st Pea ne * eee pa + NE acters re ee 5Eith 7 ee fale Bee: . 3 ppg gee igse: fe ¢ SAT healt trata N ae ae See he F ‘ c a 3 Ifo ae ales 
iste ees We a ap oy eres at eats Ca er sn we ni ¢ : ‘ oa : in Rewer se ? i : gree heey fe eG eters rik eee ont hate . * MPP ites 
ae ton eee ee : eee ee Pease a eee pe Hg era dth een Le Py ae ok tO ¢ s ee et + Eat etnies abi kit a ae 1 hc A eps aie ca ue acess Rae et te pes ies Oh i aN Te Peas ser Vee 
Se Ragen re : ss ant : V4 8 age oe Meee! cs ‘Ni eae Ma ee gai % Gia ee ae Le cr eee pee yi Rae Ae Mea Tee hacia eit = ree 
é ks.) et se ONES ay SR ate allie hes sk eee TR LS al : ’ = AE A ta fears oe here ee EG Pita ee ened Se eae eS De ee ae 
ptt Piha agen eae Reh tae SR Lee Nae era ac 2 ics lake te ; mn jaa aes st y me ee i Big Pio eas aa Pe PA aa ES he Ae : ts 
, es ea ¥ Mi Sy ee Ut are y = ne ra he ol RS alent ape Pig * mn Wile era f mt Te tee ee a ae tn Oey 2 aR Swe 23 - Dy fe Se he oo ela ay rnp ed wee | Sie ® = 2 ¥ ~ gan 
ees . Sasa FPR MOC ell, ie ae ray ae i resem e i. 2 NS bene LS eo a ‘ a en si en ete vose ee Es ia bite a has Fae ee aes tals Cv Or SOE acig i | ye emcee he ee Lie ce Ta 
pea. te deg nthe Saas tical yi aoc EB SS (Gre ae ROR tm eg WD ds 5 ca Bo gitar wee rca age AN Pee Be Ain eS ado puss ee AME gh perry eS Rete heme Mh mig 2 ET Sy ieee ae oR, oe Re Gs gn Se apa Tuas Nie ee a th Smet in a 
Peers os ee oe = pie at ay ener oe ot 2, Ae? ROR ae Sieg Rae ey et sep etme oh hase aye > eee relearn, Peete a 1 CE gh FSSA RLS Pa oa Ran Rar ehegran eee oe sae Nome Wate is 
tS amg hese ue Oe oe ae ce fea Ds ARs ata kn nal NG OD Mea TOR, cig Mare I RLIEE NS  - 2 SAT aa een AC aratr ae ai iat age’ ; eer Peay | 1 1) Meee Ser ee te en rae ee Bret SPA ea ange © Tao ae AS, er aie 
Rag Noth UE Re SR cet hy oc oe Pee ing dee eRe ae Bp - ete Es Ree Bee ee eae Ena cf See ep Fey hace Ra ee roa eae IM Ne a re pRP ieog aes Sig! = ae Per Siig ang ae 2 ae ate a ee Ren, 
i oe. ee Ee a ernceines alata, Wine z StS Nek Nay i eal igs aiid sirens ; , Pig a ies ad ainsi eg ete OT 7 ra (EEE Nee te ee tr ig pear CT ay SELES Lt em es a RAT Eo ioe lpia epee ae ae nae a TI ak rE 
ci al eR Cay een eet RE a aap er A “ition MaMa eS VR Pe in Si ip Ht oa a a ae ey a ie Ste Ba ei RE PUES aoe P ne St atm Te RE gc coogi) OTA Zoe Se CLASS ad eR am GY EY aah ach ae Mpa 
Soar iS SA e ie emrsies Pere NON Rigt SeE iat Ln Aan) Ceap re ee : Sey BS es Beir oh. a ey ec Pee iat ake Gee Eee et tees DA leben EE ce antares hE acl OR Ree Rare, ed es a 
“ile 2's. AE a a er Rae be renee MRSS cara Ug ies eam n SUES ; Ws ete RO OS IE ee te ate eet Satay A f Bee ER Mines eae iy ces ONIN eg = te 19 eRe aie EO eh NERDS Le Ey eae a 7A ae glk Mee tgt Raa amu RAR OAT eioe i or piu 
ee: Rag rms ears Uae et oes ee Nilaye Dette oh eae eae SOA MRR cee ee BN Ga et Urea en ee weeny SOR | aN Sree ee Msi Egle fn aS) Geeks orc ae eS a eee i ag 
wot es ae e rN Soe ee eo wi taht Rea. 2 aes r ge tices ‘ a E 3 (owas sete sae oud ee Pats oe 4 a a ye oan Spmaraars Boe Be spain gate Pe me ae See am ss : eeetercr ae ett ; ay sh penta 
~ r ‘ Pf J : ™ 1% A i 2 ~ zo * 7 ‘ we . ee ¥ i Bee Ss ries a ees ee 
fee" : : pee sage: BSA BP y mi ‘ re Ps Oe th ies ame os rites ha ye = : 2 ‘ ets hes 
q ie iS hesheeh ole : oe nee is . ne ; ae 
on , '% “ Lie z se 
SS 
: ; me = a 2 1. oe a mn . 7 > "4 
a a See ak . ne i +d Messen is j wo: 
epee ea nar ea ea ae Ss Peo ee ee sie eee 
Stir hae eee See Ae ation 8 pee ee tee =F rapa es 
rapier ps0 ad Y ir ea ’ toe § Be MRE ren ie SoM Ds fos aan 
ae : x : Bey a. st nae 3 ‘ Rene : ros ah \ Ee L e4 3 : : £ as ase ayes Gates en ha ie 
; a as: 3 i a a : : pis ie - f : : a j [chs ‘ Daa os ed Si tae Pa hae Sa = een Taek 
s ; j 5 ee es . peas? faa = D aoe x rs F v; 7 “ in i. ss aba | ig a : ae ee ee eet eye B ete rege 
¥ i - i . * ; ae i sine . ee i : 4 eae? ee. é i mee PES ? Oot ee HS aA “ . rau ig A a me 
; a ‘ oe 
i abe 
; ; ‘ agin Ss 
rae | en Le att _ * 7 + tated i = ‘ . - +. bes " 7 4 
oY OE fak BAER er ee eee ee age waa. Sarat eae Fee ee is Oe ee ere! Ce ae Ae ewes mee 2 Ton Saye oat ji ‘ pra " By Tee Pe or gigas re ies pear ait i ie 8 é = : : pe er aes be 
Motes bs i se ; ~ waste. : met j ie 3 4 Pea Sy Asan. ar AE Pi % (ies: 2 Ser Se orn ea ee 2 MMIC te i itis Fo mere “BAS * 4 it ante nee RS may Oe Ros ee ute eS be ig * er py ‘, =. ie RP oe hh OE ae eS hg. Hei 
Ee ae at Sao eer Eg es | Bens a piled ee ee i mr ne Aa epee r SE caer ° jin Bes tt SAG SD hace vg Rtg 2 RuArk ¥ e i rary pan ee a zs BOA iy ech 1% a ee rie oe a aly ae as 3 Py ie 
Wr ot ef cre freee Ome Tapeh i ek ee os eee Se nade. als Bs Pi OB eg ak pe Vi RY Se NEN > hae FF a raat ieee, SSS at FEO LS ee we et Ee mee aes BAS ET Oe Soe Aiee o MASSES Fae en a ie . arr t eee is vk et, Ste Fini ‘ 
Daa per ee 3 OY Res IEMs PE eat ee Rn, Wear ge ameamee es PIP Sp ate Wi, SNe ay aN oe Sen eke! ae be apt Y MEL dar Re tned bs iy ae SG Saye MET ieee 3 Sieh vars Vad Deel ings oo ele Stee Se Se Ra Pit gals? pet Saag ake phe lr ae ee as We er dec OE ile Line ee tee 


(Continued from Page 1) 


irresponsible and dishonest schools, 


EMR BE 


Court Decides BBBs Can Investigate Ads 
(Or, Which Models’ Bureau D’ya Believe?) 


,adopting that form of advertising. | 
However, I take them [the plain-| 


|Agnew said thet “if the defendant | 
{BBSA] had cross-complained for | 
‘an injunction preventing plaintiff 


from putting the language of this 
advertisement, as it is, in the ‘help 
wanted’ column, that injunction 


and they should expect to be scrut- | tiffs] out of the class of disreput- Would be granted.” 
inized with great care if they are able persons who usually use this 


" Orr amas paaamt eet te “Ohty,temes: emma 
] B E L fe) R EB 
v4 


- sLANDER © 


ADVERTISERS «© AGENCIES © CLIENTS 
are all exposed daily to claims for LIBEL, 
SLANDER, Invasion of Privacy, Violation of 
Copyright. 

INSURE THIS HAZARD! 
Our unique policy is adequate and amazingly 
inexpensive. Experience proves it's smart 


to be protected 
WRITE FOR DETAILS ANO -RATES 


EMPLOYERS REINSURANCE 


CORPORATION 


Insurance .Exchange — Kansas City. Mo 


form. 
| “I am of the opinion,” the judge | 


said, “that one of the things the Publishers Assn. and the Assn. of | 


|Better Business Standards Assn. | 
‘should be constantly vigilant for | 
‘would be this kind of advertising, 
and to check it very carefully for 
‘exaggeration, because it usually | 


ated part of the truth without tell-_ 
ing it all.” 
\@ After finding the claims made | 
‘in the advertisements substantial- 
ly exaggerated, the court refused | 
to issue any injunction against the 
Better Business Standards Assn. 

| In denying damages also, Judge 


Seattle newspaper executives 
have forwarded copies of the de- 
cision to the American Newspaper 


Newspaper Classified Advertising 
Managers. 


Jones Joins ‘Detroit News’ 
Robert L. Jones, 


Journal, Salem, Ore., has been ap- 
pointed assistant to the general 
manager of the Detroit News. 


Doremus Elects Two V.P.s 
Parker Ekren, creative director, 

and Douglas Huntington, copy di- 

rector, have been elected v.p.s in 


Co. 


formerly as: | 
attempts to give a very exagger- Sistant publisher of the Capital | 


Supermarts Can 
Sell Soft Goods, 
Panelists Agree 


| 

(Continued from Page 1) 
| and pillow cases, towels and shirts, 
| eases and suits, children’s play- 
| clothes and men’s work clothes,” 
‘he said. 

Among the points discussed at 
the clinic was whether soft goods 
|sales really are rising in super- 
markets. Moderator Ed _ Richer, 
Grey Advertising v.p., declared, 
“We have evidence in our agency 
(that this great development of 
‘soft goods and non-foods has not 
in some places been everything 


have been some rather bitter com- 


— 


More often than not the simplest and most 


successful selling ideas stem from modern design. 


That is why House & HoME’s editorial formula 
starts with the presentation of the best new 
selling ideas in modern homebuilding design, 


that is why... 


house+home 


IS READ BY THE BUILDERS 
OTHER BUILDERS FOLLOW 
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Advertising Age, August 10, 1953 


|ments made about what has hap- 
| pened to this thing that was going 
‘to be the ‘great white hope’ as far 
jas profit was concerned. 

“Actually, individual figures in- 
dicate that there has been an in- 
crease, but many supermarket 
/men, some that we have talked to, 
are convinced in their own minds 
that the faster they turn tu non- 
foods, the more positive becomes 
the over-all decline in their prof- 
its,’ Mr. Richer asserted. 


_@ Several panelists wondered 
whether supermarkets are more 
interested in selling brand-name 
_items, which in many cases are 
| fair-traded, or rather, would settle 


‘for private label merchandise, 
sometimes inferior but  lower- 
| priced. 

| William Golub, president of 


Central Markets Inc., Schenectady, 


‘the Chicago office of Doremus & that it is cracked up to be. There said, “We believe that if we can 


| pass on to the public savings due 
to our own efficiencies, we would 
be able to give them the best there 
‘is in the field at a legitimate mark- 
up. It does not have to be as high 
as other fellows think they could 
get just because they are not oper- 
|ating as efficiently. Therein is the 
|crux of the situation.” 

| George Edwards, grocery mer- 
chandiser of Star Markets, Boston, 
added, “A supermarket can sell 
merchandise that has intrinsic val- 
| ue—if the item is good value to 
the customer, she will buy it 
whether we call it ‘Lady Jones’ or 
‘Lady Smith,’ if it is well present- 
ed to her. I do not believe that the 
supermarket has to have the same 
brands as the department store.” 


8 William Applebaum, assistant 
general manager of Stop & Shop 
|Inc., Boston, pointed out, ‘‘funda- 
/mentally, the supermarket is a 
|store where you can sell satisfac- 
| torily convenience goods. The min- 
‘ute you get into shopping goods, 
-where the consumer wants styles 
‘and greater variety, the super- 
market cannot do it.” 

At a later session Mr. Apple- 
‘baum said, “Supermarkets are 
_ geared to sell goods at a low mark- 
/up, and the lower the markup, the 
| better they like it in the long run. 
They don’t want to give up the 
profit, but they are not interested 
,in handling merchandise that has 
100% markup and no turnover.” 
| Mr. Edwards summed up his 
feelings with, “I think the country 
is big enough for a manufacturer, 
if he wants to sell sheets and pil- 
‘low cases to supermarkets. There 
/are probably enough supermarkets 
that will do a nice job selling pil- 
low cases. I think it becomes a 
case of individual initiative.” 


Williamson to B. C. Moore 


R. S. (Bob) Williamson, former- 
ly managing director of Piedmont 
Advertising Agency, Salisbury, 
N. C., has been appointed adver- 
tising and public relations direc- 
tor of B. C. Moore & Sons Inc., 
operator of department stores in 
Alabama, Georgia, and North and 
South Carolina, effective Aug. 17. 


Baker to WBES-TV, Buffalo 


Roger M. Baker, formerly v.p. 
and radio station manager of 
WKBW, Buffalo, has been named 
station manager of WBES-TV, 
Buffalo, a new station. Alfred E. 
Anscombe succeeds Mr. Baker at 
WKBW. 


New Sales Opportunities 
‘for Fishing Tackle and 
Equipment Manufacturers 


It will pay to investigate this new tackle and 
equipment merchandising medium. Write or 
phone Fred E. Owens, Publisher 


Fishing “Jackle 


TRADE NEWS 


Phone: Wilmette 4714 


Wilmetie, illinois e 
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FULL FIGURE SANTA CUT-OUTS 


This exceptional Santa by Showalter of Sundblom, Johnston and White Studios, as 
lithographed on the other side of this page, is available in five sizes. Hand is die-cut 
to receive your merchandising card. All are equipped with sturdy easels. 


59” —Mounted to .090. Sample for $6.00. Five @ $5.00 
36” —-Mounted to .065. Sample for $4.50. Five @ $3.50 
22%” —Mounted to .055. Sample for $3.00. Five @ $2.50 
1314”—Mounted to .055. Sample for $1.00. Five @ $ .75 


4¥,”—Lithographed on tagboard with self-easel. Santa is 
holding a card for price insertion. 


Quantity prices on request 


ECONOMY SANTA CUT-OUTS 


Colorful low cost cut-outs with 
sturdy easels. Hand die-cut for 
card. 

58” Sample for $5.00. Five 
@ $4.00. 


} Z. : pif Full Color ? aa for $3.00. Five 


this day a Savior, 
Christ the Lord 
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SPACE 


5 Old Masters, depicting the 

Nativity and the Adoration 

of the Magi, beautifully re- 

produced in color for the 

first time as stock Christmas 
posters. 


xclusive territorial rights are available on all posters on a “first 


come—first served” basis. is lively design is Perce for the 
This : an 
retail business 


an an ae 


€ cotneaeel LITHOGRAPHERS, INC., 

21 South Ninth St., St. Louis 2, Mo. 

‘ TEAS fe a 3 Gentlemen: Please send me the kit mentioned in Advertising Age. 
ag “f N I have checked below the material in which I am interested. 


(] Showalter Santa ((] Poster #1 [(] Poster #2 (with milk) 
[] Economy Santa _[[] Poster #3 [(] Poster #2 (without milk) 


for kit containing full color poster 
(_] Poster #4 [([) Poster #5 


miniatures, poster sheet layouts 
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Zenith Releases 
Film Boosting Its 


Phonevision System 


NEw York Aug. 4—Zenith Ra- 
dio Crop. last week staged a press 
showing of its new 15-minute 
film on Phonevision. 

The 16mm film, which is avail- 
able for showings at clubs and 
civic meetings, explains how 
Phonevision works, emphasizes the 
need for subscription TV and de- 
scribes the type of fare the system 
proposes to bring to the home au- 
diences. 

“Zenith Presents Phonevision” 
opens with a scene of a family 
which has become bored by the 
programs offered on TV. One by 
one the members of the family 
group turn away from the set to 
other pursuits. 

The narrator then states that 
these families, which have “learned 
how to turn off television,” could 
be lured back by modern, up- 
to-date feature films, Broadway 
shows, opera, ballet, choice sports 
events, etc. 


= The story line was that sub- 
scription TV will provide every- 
thing from the kind of sports 
events that are kept off of video 
because of the effect on the gate— 
a deficit which even the biggest 
advertiser can’t afford to make 
up—to educational and cultural 
shows with a limited audience 
appeal. 

The film says that Phonevision 
is ready now for Federal Com- 
munications Commission approval. 
The company petitioned the FCC 
for hearings on the subject some 
time ago. 

Dr. Millard C. Faught, econ- 
omic consultant to Zenith, predic- 
ted that the necessary govern- 
mental authorization will be forth- 
coming within the year. 

Dr. Faught expects box office 
home TV to make more stations 
economically possible, to add enor- 
mously to the audience, to make 
possible more and better movies, 
and help to bring about a “more 
and better regular sponsored com- 
mercial program service.” 


Ptaff Boosts Sewing Machines 


Pfaff Sewing Machine Co., New 
York, has launched back-to-school 
promotions in Mademoiselle and 
Parents’ Magazine. The July issue 
of Mademoiselle features a nine- 
page section entitled, “How to Sew 
Like a Pro.” Editorial content is 
directed toward use of Pfaff’s ex- 
clusive ‘dial-a-stitch” in making 
back-to-school wardrobes. The 
second promotion ties in with Par- 
ents’ Magazine’s ‘“Sew-for-Sep- 
tember” contest, to be featured in 
the August and September issues. 
Three Pfaff sewing machines will 
be given to the magazine’s readers. 
Bozell & Jacobs is the Pfaff agen- 
cy. 


Home Products Names Pfau 


Erik K. Pfau has been appointed 
executive v.p. of Home Products 
International Ltd., New York. He 
was formerly general manager of 
Sapac Corp., Compania Concesion- 
aria de Productos Roche, Monte- 
video, Uruguay. He has been en- 
gaged in the marketing of ethical, 
proprietary and consumer drug 
products both in Latin America 
and Europe since 1931. 


Gorman to Head WABI 


Leon P. Gorman Jr. has been 
named acting general manager of 
WABI and WABI-TV, Bangor, 
Me., following the resignation of 
Murray Carpenter. For the last 


four years Mr. Gorman has been | 
advertising manager and general 
business manager of Community | 
Broadcasting and Community | 
Telecasting, which owns the Sta-| 
tions. 


McLaughlin to Philip Lesly 
Thomas E. McLaughlin, public 
relations executive, has joined 
Philip Lesly Co., Chicago and New 
York public relations consultant. 


‘Geographic’ Raises Rates 


National Geographic Magazine, 
Washington, effective with its Jan- 
uary, 1954, issue will increase its 
circulation base 200,000 to a total 
of 2,000,000. At the same time, the 
advertising rates will be advanced 
by approximately 7%. 


Lentheric Promotes Wild 


Frank Wild, executive assistant 
to the president of Lentheric Inc., 
New York maker of perfumes and 
cosmetics, has been promoted to 
administrative v.p. 


Buck Joins Putman Publishing 


Edward M. Buck, formerly head 
of his own publishers’ representa- 
tive company in the Scuthwest, 
has been appointed to the sales 
staff of Putman Publishing Co., 
Chicago. 


Erie Resistor Boosts Shenk 


Allen K. Shenk, sales manager 
of the electronics division of Erie 
Resistor Corp., Erie, Pa., maker of 
electronic components and custom 
moided plastics, has been pro- 
‘'moted to v.p. in charge of sales. 
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McGraw-Hill Promotes Keezer | Pastrich Joins Emil Mogul 

Dexter M. Keezer, director of | Milford Pastrich, formerly with 
the department of economics of | Schenley Industries, has joined 
McGraw-Hill Publishing Co., New| Emil Mogul Co., New York, as 
York, has been promoted to a v.p.| assistant account executive. 


REACHES ALL THE DEALERS 


IN THE RICH, PROGRESSIVE UPPER-MIDWEST 
100% coverage of all 4,000 aggressive retail lumber, _ 


building material and coal dealers in 5 state area. 
Two officio! Lumberman’s Association Publications: 
(1) Northwestern—covers Minn., Wis., No. & So. 
Dakota. (2) lowa—covers ail of lowd. 


1013 4TH AVE. SO., MINNEAPOLIS, MINN. 


A very healthy pulse, sir! 


Nashville Telepulse, Volume 1, Number 1, covering January 16-22, 


Channel 4 


M-TV |i! 


Nashville | 


1953 is now available for your information and amazement. And 
we use the word “amazement” advisedly. The ratings on all shows, 
and especially on WSM-TV produced shows, you just will not 
believe till you see them in black and white. 
WSM-TYV’s own 10:00 P.M. “Views of the News” leads the 
multi-weekly shows with a husky 46.5 rating. 


For instance, 


Ask Irving Waugh or any Petry Man to show you 
this Telepulse Report. 


It shows you why WSM-TV 
is selling profitably everything from automobiles 
to office supplies. 
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Pretty Much a Waste of Time 


A number of advertising agencies in Chicago last week received a 
two-page letter from one of the larger management consultant firms, 
asking them to fill out a four-page “confidential data sheet” on cer- 
tain aspects of their operation. 

The letter from the management consultant points out that “one 
of our clients has initiated a program to select a new advertising 
agency to handle his account... he has asked us, as a preliminary 
step, to secure for him some basic information about several agen- 
cies... Our client will use this data as one means of determining 
which agencies he will want to contact. The client will make his final 
selection after personal discussions with several agency principals.” 

The letter goes on to say that “the client and ourselves both realize 
that this preliminary step is somewhat unusual. It is made in the 
interests of being objective and factual toward the end of establishing 
a sound and successful relationship.” 

That sounds good enough, so far. But the questionnaire itself, while 
certainly seeking “factual” information, leads most agencies which 
have received it to doubt seriously that it will contribute anything 
toward “establishing a sound and successful relationship.” 

The questions asked are “bookkeeping” questions, largely. They 
sound, to put it bluntly, exactly like the kind of questions you would 
expect a management consultant to ask; they do not sound like the 
questions about agency service you'd expect to get from sales-minded, 
merchandising or advertising men. 

Some of them are apt enough, even though most of the answers 
are readily available from published sources. They ask for a list of 
clients, a list of former clients going back five years, size of accounts 
in terms of current billings, total agency billings for the past five 
years, etc. 

But then come questions that sound as though they could be de- 
signed only to look good in tabular form. For instance: 

“What were your 1952 gross dollar purchases of media in each of 
the following standard classifications?” The “standard” classifica- 
tions, 10 of them, include “foreign publications” and “radio stations” 
and “TV stations” where the ordinary adman would usually designate 
spot radio or TV to distinguish it from network. 

“What were your 1952 dollar purchases of media serving the Chi- 
cago metropolitan area?” (Five classes.) “What percentage of your 
creative payroll is devoted to the preparation of promotional and 
other materials as opposed to the preparation of advertising for the 
media listed above?” “List your account executives with (1) their 
age, (2) length of employment in your firm, and (3) the accounts 
they handle.” 

Well, there are others—eleven questions in all. And we doubt that 
a single one will hurt in the wise selection of an agency. But we also 
doubt if they will help any, aside from answering such obvious start- 
er questions as “Have you an account that’s competitive with us?”, 
“How big are you?”, and things like that. As we say, there’s nothing 
wrong with the questionnaire. It just doesn’t seem slanted in the right 
direction. 


General Foods Does It Again 


Once again General Foods Corp. has given its stockholders—and 
the public—a look at its total advertising expenditures. Austin Igle- 
heart, GF president, told stockholders last week that GF spent $54,- 
000,000 for advertising in 1952, $11,000,000 higher than in ’51. 

The interesting thing is that Mr. Igleheart not only sees no need to 
keep this interesting figure from stockholders and the public, but is 
proud to explain it in words of few syllables. 

“We have appropriated more of our funds for advertising year 
after year,” he told stockholders, “and each year our sales have in- 
creased in direct proportion. Last year we appropriated $54,000,000 
for advertising, an increase of $11,000,000 over the previous year. 
Our sales went up $69,000,000 last year.” 


| 


Nea 


—The Modern Millwheel, published by General Mills 
“We've added a new selling point. The box is delicious!” 


What They're Saying 


Advertising Age, August 10, 1953 


Rough Proofs 


One man likens the typical mag- 
azine’s ad spread to “20 good look- 


ing women luring and enticing the 
/ consumer.” Wonder what this met- 


aphor turns the poor copywriter 
into. 


The American Medical Assn. 
in a warning to “false advertisers”: 
“doctors’ voices can be heard in 
ever-widening circles.”” This must 
/be what they call orotund. 


The Washington Star is claim- 
ing that “95 out of 96” U.S. sena- 
tors buy and read its issues. Some 
_adman is going to lead a dog’s 
life until that last hold-out is 
| “named.” 
| 


J. K. Lasser has joined those 
supporting a funded reserve to be 
|used for advertising during a re- 
cession. It looks like trust-busting 
| may be giving way to bust-trust- 
jing. 


| 
} 
| 


| 
| 
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Josh Gollin says more bootleg 
liquor can be produced than the 
licensed distillers can make. 

Aspirin manufacturers must feel 


the future supply of headaches is 
assured. 


| 


| Air-Conditioned Hats 


_ Now that the American public is 
beginning to ride in air-condition- 
ed automobiles, sleep in air-con- 
ditioned rooms and work in air- 
| conditioned offices, we have one 
‘further suggestion along this line. 
We have long been at a loss to 
‘know what to do on a hot street, 
or on a hot day at the ball park, or 
while attending a formal function. 
| Since men are condemned to the 
wearing of coats, even in July, on 
some occasions, we see no other 
solution to the problem than air- 
conditioning coats and hats. The 
air-conditioned coats could oper- 
ate with new, small-sized batteries 
in the pockets, or sewed into the 
lining of the back of the coat. If 
this would be too uncomfortable, 
the batteries could be carried un- 
der one’s hat. And, if this was not 
possible, perhaps the batteries 
could be carried under one’s wife’s 
hat, which often has many possi- 
| bilities generally overlooked. 

| In fact, since men must take off 
their hats in church, and whereas 
/many women leave their hats on in 
_church, we suggest that the bat- 


place, namely, to the field of rou- 
tine, thus leaving our critical and 
constructive faculties free for 
problems that are still unsolved. 

When the housewife can tele- 
phone for a tin of so-and-so’s 
something, knowing that that 
brand is a standard; when the ex- 
ecutive can order an engine or a 
machine, knowing that it will mesh 
with his other machinery; when 
the accountant can turn with con- 
fidence to the side-by-side com- 
parison of his findings with those 
of other accountants in other 
firms, knowing that they are 
_working to identical standards: 
‘then we see standardization as an 
indispensable ally of modern liv- 
ing. 

Judging by nature we may be 
‘sure that if there is a fault in) 
'Standardization it lies rather in 


the application than in funda- 
‘mental principles. It is not wise, 


|for example...to aim at an in-| 
crease in our immediate material | 


production if this can be had only | 


by the sacrifice of greater ulti- 


‘mate values. 


Looking at the matter from an- 


'teries be carried under women’s! other viewpoint, let us consider. 


hats on Sunday mornings. Herein 
| lies a possible future advantage of 
/being married, and it might come 
land perspire, while married men 
have their cooling coils cooled by 
a power unit carried by the little 
lady. At least this has been sug- 
gested, and though we think it 
something of a crack-pot idea, we 
‘nevertheless endorse it. 


—Editorial in the Daily Chronicle, 
Willimantic, Conn, 


| Standardization 

The result of diligent effort by 
men, wise planning by manage- 
ment, and efficient running of ma- 
‘chines, is mass production of 
‘things people want. 

It may be said that the great 
| value of standardization to both 
‘producer and user is that it rele- 
gates the problems that have been 
already solved to their proper 


standards and standardization in| 


about that bachelors sit in church | 


| 


relation to performance: If a ma-| 
chine can do what it is supposed | 
to do in competition with other 
machines isn’t it satisfactory, 
whatever it may look like along- 
side another more streamlined 


|/model? After all, as was said face- 
| tiously, “the length of a man’s legs 
|does not have to be standardized. 


It is necessary only that they reach 
the ground.” 


—Monthly Letter, published by 
Royal Bank of Canada. 


The 


Shift in Shopping 

Morning shopping in a substan- 
tial number of food stores is rapid- 
ly dying off. In fact, it is predicted 
that by 1957 most retailers will 
open their stores at noon and re- 
main open until 9 p.m., with longer 
hours on Friday and Saturday. 


—Report to Retailers, in the July 
issue of NARGUS Bulletin. 


“Learning is doing” is the ap- 
proved approach to sales training. 
There’s no substitute for the thrill 
of closing that first order. 


Wisconsin’s preeminence in 
making and drinking beer will be 
still further strengthened if Onkel 
Charley Grimm’s Milwaukee 
Braves manage to win the Nation- 
al League pennant. 


“Watch what editors are up to. 
Your market opportunities are 
midwifed right in their Pages,” 
Says Chemical Engineering, thus 
giving the editorial boys a good 
introduction to the obstetrical sos 
ciety. 

e 


Reports from landlubbers tour- 
ing the Continent this summer in- 
dicate the success of Dramamine 
in preventing what the French re- 
fer to so delicately as mal de mer. 


Returning tourists report that 
among the most interesting objects 
of antiquity to be found anywhere 
are Parisian taxicabs. 


Victor Lebow says 53% of all 
Colgate’s toothpaste is sold in 
supermarkets. The toothpaste divi- 
sion probably took a tip from Su- 
per Suds. 


Bishop Sheen advises radio and 
television announcers to change to 
“a slower, quieter and more sin- 
cere type of delivery.” 

If they could do that, they prob- 
ably wouldn’t be announcers. 

. 
Speaking 


internationally, the 


State Department has its hands 
full of trouble, but the American 
Express Co. has the situation well 
in hand. 
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THE INquirER Showed a Gain of 885,000 Lines 
... carrying a record 36,890,000 lines of 


advertising 
(while the 2nd paper showed a loss) 


Tue INaquireER Showed a Gain of 1,230,000 Lines 


... carrying 38,130,000 lines of advertising 
(while the 2nd paper showed a loss) 


THe INquirER Showed a Gain of 100,000 Lines 


...carrying 19,360,000 lines of advertising 


during the Ist 6 months of 1953 
(while the 2nd paper again showed a loss) 


Tue Inquirer has shown a gain of 2,200,000 
lines during 1951, 1952 and the first 6 months 
of 1953. The 2nd paper has shown loss after loss 
after loss for the same period. 


The amazing productivity of INQUIRER advertising 
continues to roll up gains for Philadelphia’s 
First newspaper. Thus THE INQUIRER delivers 


nS top results at lowest cost all through - a 
a dynamic Delaware Valley, U.S.A. Dollar for —/~ nite 2 
dollar, it’s your best advertising buy in hmm ae SE 


PENNSYLVANIA 


* 
—— 


America’s 3rd Market! / : 


e: Coun a sueiimeton 
DELAWARE VALLEY, U.S.A. y eT a sah 


So a , se 


BF : : . / P ovens) camon 
From Trenton to Wilmington, with y 6 oy PERO mi 
i Ahi > i ; {/PEL) «6 sasm . } : 

booming Philadelphia at its heart, | is “ ae pak 


this area is the nation’s 2nd center 
of shipping and commerce... . 

with more diversified industrial ei wes 

activity than any other mone 

region in the world. 


he Philadelphia Mnquirer 


Constructively Serving t)e World’s Greatest Industrial Area 


it 


Philadelphia Prefers 
THE INQUIRER 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR; EDWARD J. LYNCH GEO °GE S. DIX FITZPATRICK & CHAMBERLIN FITZPATRICK & CHAMBERLIN 
342 Madison Ave. 20 N. Wacker Drive Per -bscot Bldg. 155 Montgomery St. 1127 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Michigan 0259 
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NBC delivers the lowest cost-per-thousand 
homes in network television 


The best way to determine the true value-received in television advertising is to 
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Using this stringent test, NBC is by far the most economical television 


network for the advertiser. 


Here’s how the networks compare in economy: 


AVERAGE COST PER THOUSAND PER EVENING COMMERCIAL MINUTE 


(Nielsen Television Index, January-April, 1953, Averages) 


NBC NETWORK #2 NETWORK #3 NETWORK #4 
va $2.92 $3.30 $4.03 $3.93 
Note that in the evening, NBC’s average saving for the advertiser is 38¢ 
per thousand homes—a 13% average advantage over the next most economical network 
for the four month period, Actually NBC’s advantage grew during this 
period... from 7% in January to 19% in April. 


was The most viewers for the least cost... surely this is an outstanding reason 
why NBC is America’s No. 1 Network. 


Next week... further proof. Rec 


NBC’s Audience Advantage is to Your Advantage... Use It. 


a service of Radio Corporation of America 


waduen oe NOTE: The accuracy of the above data has been verified by th: A. C. Nielsen Company 
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Free Book Gives Vital Facts 
About mopern Direct Selling 


“The Quickest Way to National 
Sales’ will open your eyes to a 
channel of distribution, outside 
“‘conventional’’ channels, of stag- 
gering size! Modern Direct Selling 
now accounts for a yearly sales 
volume of seven billion dollars, 
moves ‘‘big-ficket’’ products and 
services as readily and economical- 
ly as it does small items. More and 
more companies are now turning to 
it for added sales, at no sacrifice 


of any part of present over-the- 
counter retail volume. Alert sales 
executives can learn the fundamen- 
tals of modern Direct Selling quick- 
ly through authoritative pages of 
“The Quickest Way to National 
Sales," sent free and postpaid 
when requested on business letter- 
head. Address: SPECIALTY SALES- 
MAN—The Magazine of modern 
DIRECT SELLING, Room 812-J, 307 
N. Michigan Avenue, Chicago 1. 


Buys Irvington Varnish Co. 
Directors of Minnesota Mining 
& Mfg. Co., St. Paul, have ap- 
‘proved a $7,000,000 agreement by 
|'which Irvington Varnish & Insul- 
ator Co., Irvington, N. J., will be- 
come a division of Minnesota Min- 
ing. There are no plans to change 
the Irvington operating policies or 
its management team. All officers 
and executives will remain at their 
present posts. Robert L. Westbee, 
general manager of 3M’s electri- 
cal insulating and sound recording 
tape division, will be responsible 
for liaison between the parent 
company and the new division. 


‘Arizona Days’ to Bow 

Arizona Days & Ways, new all- 
Arizona Sunday magazine supple- 
ment of the Arizona Republic, 
Phoenix, will begin regular pub- 
lication Sept. 13. The format will 


be five columns, 200 lines, and will 


offer second color in 1,000-line 
units for the first time in Phoenix. 
Mrs. Josephine Davidson, who has 
been Sunday editor of the Repub- 
lic, will be editor. Editorial content 
will be devoted wholly to Arizona 
life, featuring Arizona fashions, 
feod, homes, agriculture, sports 
and hobbies. 


‘Apparel Manufacturer’ Moves 


Apparel Manufacturer and its 
companion directory, Suppliers 
Register, published by Frederick 
Kogos Publishing Co., New York, 
have moved to larger quarters at 
1140 Broadway. 


Joins Patterson Publishing 
Patterson Publishing Co., Chica- 
go, publisher of American Restaur- 
ant and American Motel Magazine, 
has added Jack W. Payne to its 
staff as sales promotion manager. 


pgtlhthe 


Runners don’t score unless they’ve touched first, 


the way to all four divisions! 


all four as Petroleum Processing, serving: 


1. Petroleum refining. 

2. Petrochemical manufacturing. 

3. Natural gasoline recovery. 

4. Lube oil blending and compounding. 


Since 1945, refining capacity alone is up from 
5 million to 8 million barrels a day; refining plant 
investments up from $565,000,000 last year 
to $750,000,000 this year. All four groups have 
expanded similarly, and Petroleum Processing 
right with them, as it serves all of 
these industries. 

Tell your story to the entire petroleum 
processing industries groups. Tag a// the bases 


free copy of ‘‘What’s Ahead for Petroleum” 
—a forecast to 1967. 


by advertising in Petroleum Processing. Ask for 


ELS 


IN THE PETROLEUM PROCESSING INDUSTRIES 


second, third and home. . : nor will your sales campaign score 
in the petroleum processing industries unless it goes all 


No other magazine so effectively covers the interests of 


A McGraw-Hill Publication 


Publication office: 
1213 West Third Street 
Cleveland 13, Ohio 


Advertising Age, August 10, 1953 


Stromberg-Carlson 
Pushes TV, Special 


Electronic Equipment 


| Rocuester, N.Y., Aug. 4—The 
telephone and sound divisions of 
| Stromberg-Carlson Co. this month 
start an extensive drive in business 
and management publications. 

| Full-page bleed ads will be used 
|every week until the end of the 
'year in Air Force, Business Week, 
| Fortune, Newsweek, Ordnance, 
Signal, U.S. Naval Institute Pro- 
ceedings, and the Wall Street 
Journal. 

Each ad will feature one product 
of the company’s several divisions, 
explaining how this product and 
company know-how contribute to 
the advancement of communica- 
tions. 

The first advertisement in the 
series emphasizes that “There Is a 
Bit of Stromberg-Carlson in Every 
Radio or TV Receiver.” 

Subsequent copy will be devoted 
to cross-continent telephone toll 
dialing equipment using the XY 
switch and recorder, school com- 
munications systems, Custom 400 
high-fidelity sound reproducing 
systems, Panoramic Vision tele- 
vision receivers and the Private 
Dial X telephone system with a 
memory. 

Charles L. Rumrill & Co. 
handling this drive. 


is 


s Another campaign, already un- 
der way for Stromberg-Carlson, 
will push the 1954 television line. 

Four-color pages introducing the 
new Panoramic Vision are appear- 
ing in American Home, Better 
Homes & Gardens, House Beauti- 
ful, House & Garden, Life, The 
New Yorker, Newsweek, The Sat- 
urday Evening Post and Time. 

Special copy for the Custom 400 
high-fidelity equipment is sched- 
uled for The Atlantic, Harper’s 
Magazine, House Beautiful, House 
& Garden, Saturday Review and 
The New Yorker. 

Color pages also will be used in 
This Week Magazine and in news- 
paper sections in Atlanta, Buffalo, 
Columbus, New York and Toledo. 
B&w ads will run in other cities. 

D’Arcy Advertising Co. is han- 
dling the campaign for Stromberg- 
Carlson. 


Drug Chain Sales Rise 1.2% 


Chain drug stores registered a 
nationwide sales gain of 1.2% in 
June, compared with June, 1952, 
according to a regional survey 
conducted by Chain Store Age, 
New York. The Pacific Coast, with 
a 3.8% increase, topped all regions 
in the survey, which covered 65 
chains operating a total of 1,844 
stores. 


WGL Promotes Merrill Johnson 


Merrill C. (Ban) Johnson, since 
1949 commercial manager of WGL, 
the News-Sentinel, Fort Wayne, 
Ind., broadcasting station, has been 
promoted to general manager. Mr. 
Johnson will continue to function 
as commercial manager as well. 


FOR HIRE! 
THE TOP SALESMAN 
IN THE DAKOTAS 


No other salesman can match 
our twice-a-month call list of over 
100,000 live farm spenders! 


"DAKOTA 


FARMER 
Dakotas Own Magazine 


ABERDEEN, SOUTH DAKOTA 
J.P. MALONEY, Advertising Manager 
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O’Neill 


This may sound funny, but never ask the national 
news editor of The New York Times, “What’s new?” He 
knows, all right. But he knows what’s new and what’s 
news in so many places over the country, you'll never get 
away from him. 

The job of the national news editor of The New York 
Times is to cover the news of the U. S., its territories and 
possessions, just as the city editor covers New York and 


the foreign news editor covers the rest of the world. 


Todo this job, Ray O’Neill and his assistant, Harold Faber, 
supervise a news operation that works around the clock. 
Their daily calendar reads like a gazetteer. Queries bounce 
from their circular desk like sparks. News flows back to 
them in a steady and unrelenting stream. It comes from 
10 Times news bureaus — Albany, Boston, Chattanooga, 
Chicago, Des Moines, Detroit, Lcs Angeles, Philadelphia, 
San Francisco, Washington. It comes also from almost 400 


Times correspondents in as many U.S. cities and towns. 


It’s a fast-moving network. Almost within minutes, a 
Times man or a Times team can be on-the-spot providing 
special and often exclusive coverage whenever and wher- 
ever news breaks. It’s a sensitive network, too. Within 24 
hours, O’ Neill and Faber, probing with the fingers of their 
400 correspondents, can tell you the nation’s pulsebeat. 
They did it with notable success in last year’s presidential 
campaign. They do it time and again, when major issues 


wrinkle your brow, to bring you the answer to your won- 


der, “What does the rest of the country think about this?” 


Ray O’Neill has been a reporter, a copyreader, a city edi- 
tor, a managing editor. Except for four wartime years in 
the Navy, he has been on The Times staff since 1937. Hal 
Faber came to The Times out of New York’s City College 
in 1940. Except for four wartime years in the Army, he 
has been a reporter, a war correspondent, and a news exec- 


utive since then. 


O’Neili and Faber are restless newsmen, ever curious to 
know what and why. Their network vibrates with that 
curiosity. The result is a constant score of exclusive stories 
in The Times that report and interpret regional and local 
trends and developments in the U. S. The result is also a 


goodly score of straight news beats. 


Ray O’Neill and Hal Faber are typical of the restless, cur- 
ious reporters and editors, many of them specialists in 
various fields, who make up The Times team. Covering the 
world, they pool their talents and their knowledge each day 
to produce a newspaper that is alive and vigorous, interest- 
ing and informative, different from any other. The Times 


has the biggest staff. It brings readers the most news. 


And when readers get more out of a newspaper, so do 


advertisers. Ask us to tell you the whole story. 


The New York Cimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 


Arnold Newman Photo 
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Starting October 21st as a 25¢ weekly, JUDGE will be available only at leading 
newsstands except for a select list of charter (numbered) subscriptions at 
$10.00 per year. There will be no special offers or complimentary subscriptions. 


(The first 500 numbers are being reserved for those in the advertising 
profession who might wish to become charter subscribers.) 
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Remember the "Roaring" Twenties ... the Terrific Thirties? 


It was a fabulous, incredible era, here and abroad. No other period 
in American life experienced such clashing movements. Great causes 


were dying or being born -- maybe you remember ... 
The League of Nations The Sacco-Vanzetti Case 
Loeb and Leopold Lindbergh 
The Scopes Evolution Trial The Raccoon Coat Fad 
The Capone Gang Warfare The Wall Street Crash 
Prohibition and Speakeasies The Charleston 
Rudolph Valentino Flappers and Rolled-Down Hosiery 


-.. Joe Jackson at the Palace ... The Canton Bulldogs ... 
--.- tne Model "IT" Ford ... Clara Bow the "It" girl and 
Justice Crater. 


Perhaps you also remember the satire and humor of a great weekly maga- 
zine in those tempestuous times -- JUDGE -- the one editorial lance 
always leveled at hypocrisy, sham and intolerance. i 


JUDGE was the calm, clear voice of traditional American values and 
ideals. It crusaded against the humbug of prohibition; it fired all 
barrels at hooded terrorism; it debunked political phonies; it put a 
relentless spotlight of sanity on murky issues... and people. 


In the JUDGE milieu of a fool's paradise of stock margins and bathtub 
gin, this great magazine made a permanent impression on American life. 


-». and now JUDGE is returning to the American scene... to continue its 
heritage as the guardian of American traditions... to use the power of 
the cartoon to present political, economic and social questions in a 
clear-cut, affirmative, American manner ... and to vent its scorn upon 
those who would tear us down. 


Thanks for listening ... and keep your eye open for the new JUDGE. 
It's going to be some magazine. 


JUDGE MAGAZINE INC., 9 EAST 48th STREET, NEW YORK, N.Y. * TELEPHONE PLAZA 5-2070 
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Harkavy Opens N.Y. Ad Office 


Howard A. Harkavy, formerly 
associated with G. M. Basford Co., 
‘New York, as a specialist in 
printed promotion and as an 
account executive, has opened an 
advertising service office at 341] 
Madison Ave., New York. Mr. 
Harkavy will specialize in printed 
promotion for industrial adver- 
tisers. 


Alderson & Sessions Names 2 


F. L. Fletcher, a member of the 
staff of Alderson & Sessions, Phil- 
|adelphia marketing consultant, has 
been named a partner in the com- 
pany. James M. Marshall, former- 
ly market research director of a 
division of General Electric Co., 
has been named production mana- 
‘ger of the agency. 


Kerwin Joins WTVI, St. Louis 


Hugh O. Kerwin, formerly ad- 
vertising and sales promotion man- 
ager of Crosley Distributing Divi- 
sion, St. Louis, has joined 
television station WTVI, St. Louis, 
as advertising and sales promotion 
manager. 


Institute Names Mitchell 


Ralph V. Mitchell, formerly a 
reporter for the Chicago Tribune, 
has been appointed public relations 
associate of the Illinois Institute of 
Technology, Chicago. 


WGLV, Easton, Pa., to Bow 

WGLYV, Easton, Pa., operating 
over Channel 57 and transmitting 
at 100,000 watts effective radiated 
power, will begin commercial tele- 
casting Aug. 14. 


° ak 


nick Gui FOR BUYERS OF TV FILM COMMERCIALS 


*Slightly biased 


SARA has been a specialist in visual selling for 
more than 20 years. 


SARRA has had brilliant success with anima- 
tion, live action and stop motion — and 
combinations of all three. 


Q. Whois qualified to make TV film commercials? 
A. Advertisingmenwhoareexpertsin visual selling. 
Q. Which technique is best for my commercials? 

A. The one which best suits your product and 


sales story. 
ee 
Q. What is the best way to work with the producer? 


A. Agood producer deserves to be made a member 
of your team. Whether he works from your 
storyboard or his, the more you draw on his 
specialized experience, the better the results. 

Q. How much of the creative preparation should the 
producer contribute? 

A. As much or as little as required. 

Q. How much should a TV commercial cost? 

A. There is no such thing as a cheap commercial. 
There are good and bad commercials. Good 
commercials are inexpensive. 

Q. Should the producer be expected to submit a 
script or storyboard on speculation? 

A. No. An established producer's stock in trade is 
ideas and he is worthy of your confidence. 

Q. How important is the quality of the TV film prints? 

A. The print that goes on the air represents your 
investment of time, talent, and money. It should 
be the finest available for TV reproduction. 

Q. Are better commercials made in the East, in 
Chicago, or on the West Coast? 

A. Geography doesn't matter. Facilities and 


equipment are only as good as the men who 
use them. 


SARRA's permanent staff of script and story- 
board experts are equipped to do the 
complete job, or they will cooperate 
with the agency’s departments to carry 
out its ideas. 


SARRA has produced more than 2500 film com- 
mercials, of which 65% were created by 
SARRA’S own staff. 


SARA commercials are inexpensive because 
they sell effectively. They are so fresh 
and interesting they can be repeated 
for cumulative effect without becoming 


tiresome. 


SARRA does not submit material on specula- 
tion. SARRA charges for the creation 
of scripts or storyboards but once 
okayed, they become part of the overall 
quotation. However, you do not gamble 
time or money for, of over a thousand 
storyboards and scripts created by 
SARRA, only 7 have not been pro- 


duced. 


Sarrr insures good reproduction. SARRA has 
its own laboratory for the sole purpose 
of making prints of its commercials for 
TV presentation. These prints are 
called Video-O-riginals and whether 
you order one or one hundred, each 
one is custom made. 


SARA: specialists 


own New 


are available in SARRA’S 
York and Chicago studios 


and in associate studios in California. 
The script and your convenience de- 
termine the location. 


TELEVISION COMMERCIALS 


Sarrn—%- 


SPECIALISTS IN VISUAL SELLING 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


© PHOTOGRAPHIC ILLUSTRATION © MOTION PICTURES © SOUND SLIDE 


Advertising Age, August 10, 1953 


$4,200 Salary Is 
High in England 
for Account Men 


Lonpon, Aug. 4—If you were a 
top ranking account executive in 
Britain, vou probably wouldn’t be 
making more than $4,200 a year. 

The authority for this estimate 
is the British Advertising Assn., 
which has just published a booklet, 
“Careers in Advertising,” to guide 
—or disillusion—young hopefuls. 

“It is a misconception that sal- 
aries in advertising are high,” the 
booklet points out. It then goes on 
to give the following perspective: 

“A first-class creative artist 
might earn £1,000- £1,500 [$2,800- 
$4,200] a year, an account execu- 
tive up to £1,500, a copywriter up 
to £1,000—occasionally £2,000 
for a copy chief—and an advertis- 
ing manager up to £2,500. 


s “But these would be outstanding 
men, and in numbers employed ad- 
vertising is a comparatively small 
business. The ordinary advertising 
manager’s salary would probably 
be in the region of £1,000 [$2,800] 
a year. A copywriter might earn 
£600 [$1,680] a year.” 

The booklet’s parting words are: 

“Advertising does not offer a 
wide range of appointments in the 
way that the secretarial, account- 
ancy or law professions do, but 
advancement in advertising is pos- 
sible at a relatively young age if 
the man or woman does possess the 
necessary training or skill.” 


2 Ridder-Johns Offices Open 


Ridder-Johns Inc., newspaper 
representative, has opened offices 
in San Francisco and Los Angeles. 
D. Garrey Lewis, formerly sales- 
man in the Chicago office, has 
been appointed manager of the 
San Francisco operation, and Ed- 
win S. Vogler, who has been man- 
ager of the New York branch, has 
taken over the Los Angeles office. 


Names Garmise Associates 


Kalmbach Publishing Co., Mil- 
waukee, has appointed Bert Gar- 
mise Associates, New York pub- 
lishing consultant, to direct news- 
stand sales and promotion of its 
magazines in the travel and the 
hobby fields. The company pub- 
lishes Model Railroader, Trains & 
Travel and Ships & the Sea. 


McMillion to Jack & Heintz 
Shelby A. McMillion, formerly 
/associated with Turton Associates, 
Cleveland management consultant, 
|has been named director of ad- 
| vertising and public relations of 
| Jack & Heintz Inc., Cleveland 
maker of custom-built commercial 
| electric motors. 
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SELL BETTER! 


PHOTOMATIC CoO. 


53-59 E. Illinois St., Chicogo 11, Illinois 
Phone: WH iteholl 4-2930 
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LOOK HOW YOUR MARKET 


IN METALWORKING ERIE 


HAS DOUBLED 
SINCE 1940! 


IN 1940... . Erie, Pa., was proud of 
its 20,000 men in metalworking plants turning 
out $115,892,700 worth of goods. © 


What are you doing 
to stake out your 
claim in fast-growing 


Metalworking America? 


t 


emeeeeece 
ee —eeceeceos 


~ TODAY... Almost twice the number 
of workers are producing over three times 
as much goods, valued at $435,547,800, 
in this rapidly growing metalworking city. 


Pick practically any city in addition to Erie, and you'll find the same 
tremendous growth in your metalworking market. This twice-size 
growth in plants, workers and output has created a sales potential 
unequalled in the history of America. This is your market, but it isn’t 
waiting for anybody. In its hustling urge to turn out “guns and butter” 
and grow even bigger, it is buying more goods than any other market 
in the world. The suppliers who aggressively stake out their claims 
in this market now... will have an “in” during the continued 
expansion ahead. STEEL can help you stake out your claim in 
Metalworking America faster and more efficiently. That’s because 
STEEL already reaches more of the key men who run 

metalworking than any other industrial publication. And its 
continuing census of new plants under construction will keep it 

out front in the coverage you want. Ask the man from STEEL... 

he can prove it with facts and figures. 


STEEL + Penton Building + Cleveland 13, Ohio 


industry 
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Eisenhauer Named PR Head 


Robert S. Eisenhauer, formerly 
news editor of the Chesapeake & 
Ohio Railway, has been named 
public relations director of Ches- 
apeake Industries Inc., New York. 
In his new post, Mr. Eisenhauer 
will coordinate from New York 
the public relations activities of 
all Chesapeake Industries’ com- 
panies. Chesapeake has _ wholly- 
owned subsidiaries in eight dif- 
ferent industrial fields. 


WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon's Publicity Checker in 99 
market groups. 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 
Price $6.00— it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


You Ought to Know ¢ e¢ eBill Hamilton 


The generally apathetic pattern 
of the present Canadian election 
campaign has been shattered in at 
least one constituency by a young 
advertising man and trade associ- 
ation executive whose activities 
are attracting keen interest in po- 
litical circles across the country. 
The federal election is on Aug. 10. 

Bill Hamilton, the candidate, 
represents the Progressive-Con- 
servative party, which is roughly 
the counterpart of the Republican 
party in the United States. Gen- 
eral manager of the Advertising 
and Sales Executives Club of 
Montreal, and executive director 
of the Federation of Canadian Ad- 
vertising and Sales Clubs, Mr. 
Hamilton is an indefatigible work- 
er who seems to thrive on a steady 
diet of 14-hour days and seven- 
day work weeks. Born a cripple, 
he put himself through college by 
working during the daytime and 
studying at night, meanwhile pro- 


ducing the college musical revue 
and acting as treasurer of the stu- 
deni society. 
s During the war he was associ- 
ated with the Royal Air Force 
Transport Command, was later 
supervisor with the Wartime Price 
and Trade Board, and in 1949 be- 
came general manager of the Ad- 
vertising and Sales Executives 
Club of Montreal. This 1,000-mem- 
ber body boasts the largest pro- 
gram of any organization of its 
kind in the world, a program de- 
veloped largely during the last 
four years of his direction. From 
the local field, he became inter- 
ested in the Canadian national ad- 
vertising and sales picture, and 
began to revive a languishing as- 
sociation of clubs across Canada. 
Associates term the development 
of this group under his direction 
“an amazing accomplishment.” 
First interest in politics came to 


Bill Hamilton 


Bill Hamilton through his associ- 
ation with the Montreal Board of 
Trade, where in five years he rose 
from a rank and file member to 
v.p. and then to city councillor 
representing the organization on 
Montreal’s governing body. (Mont- 
real has a council composed partly 
of elected representatives and 
partly of persons nominated by 
leading public bodies.) Digging 


Retailers and General Advertisers long ago puffed on the same pipe of plenty, 


and a heady mixture it must have been! For they continue—after 45 


consecutive years—to place more space in the Times-Star than in either of 


the other two Cincinnati daily newspapers. The exact figures for the first six 


months of this year show 189,633 more lines of Retail than the next 


paper, 156,909 more lines of General Display than the next paper. 


This strikes us as conclusive evidence that General Advertisers in search of 


wampum do best where retailers profit most. And as we have said so often, 


. . e . . oe 
in cincinnatt... it’s the times-star sf 


in Cincinnati it’s the Times-Star. 


WEW YORK 17: 60 E. 42nd St.; CHICAGO 1: 228 N. Lo Salle St. 
WEST COAST: John E. Lutz Co., 435 W. Michigan Ave., Chicago 11 
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into city affairs, he was appalled 
at the lack of interest in civic ad- 
ministration and limited know- 
ledge of their government by the 
citizens of Montreal, and set out 
on a one-man campaign to correct 
the situation. 


® Averaging 30 to 40 speeches a 
year before civic groups, service 
clubs, trade associations, and wher- 
ever he can find a platform, Mr. 
Hamilton presents a simple story 
of the way the city is governed, 
the amount of money it spends and 
how it is spent, and an impas- 
sioned plea for more interest in 
their civic government to every- 
body he addresses. At his sugges- 
tion, the young men’s section of 
the Montreal Board of Trade has 
published a pamphlet dealing with 
civic affairs and Montreal’s gov- 
ernment, and 10,000 copies are be- 
ing distributed to school teachers, 
civic leaders, and others. 

Mr. Hamilton’s entry into na- 
tional politics was instigated by 
a group of residents of Notre Dame 
de Grace, whose 52,000 voters rep- 
resent the largest of Quebec’s 75 
ridings. Bill’s supporters had been 
seeking someone to oppose the 
present member who has held the 
seat for 14 years. At the nominat- 
ing convention, where he was op- 
posed by three others, he won 
handily on a platform of ‘‘no prom- 
ises, save that I will do what I 
think is right.” 


® Setting out to build a campaign 


organization almost from _ the 
ground, Bill Hamilton gathered 
around himself a group of keen 


young amateurs, many from the 
advertising and sales fields, who 
knew nothing about politics but 
did have a grasp of what makes 
people want to buy. A few oldtime 
politicos were enrolled to advise 
the group. Together, they planned 
and prepared for the present elec- 
tion over a_ six-month — period, 
studying successful campaigns 
which had been waged in other 
parts of Canada and the U.S. 

Most successful of the ideas de- 
veloped by the group was one au- 
thored by the candidate himself, 
by which he has personally met, 
during the past five weeks, be- 
tween 7,000 and 8,000 voters. Start- 
ing about 6:30 a.m., he tours the 
street car and bus lines of his con- 
stituency, stopping at each corner 
where people are waiting. There, 
he shakes hands all around, intro- 
duces himself, and hands out a 
small pamphlet which is simply his 
own biography. At night, he calls 
from house to house in his area, 
again introducing himself to the 
voters. In an area where such per- 
sonal contact has been practically 
unknown for generations, the new 
approach has had many encourag- 
ing results. 


® Most surprising was the result 
of his first mailing of the cam- 
paign, where over 1% response 
was received to a request for vol- 
unteer workers and helpers, while 
similar mailings in adjoining con- 
stituencies brought in only a negli- 
gible reply. “People will help you, 
if they see that you are working 
yourself,” says Mr. Hamilton. 

An accomplished speaker, he 
writes all his own speeches, has an 
extensive radio and public meeting 
schedule as well as wide newspa- 
per advertising, street posters and 
the like. Coordination of the ad- 
vertising and publicity campaign 
is handled by a committee of 
four—the manager of a major soft- 
drink producer, an agency execu- 
tive, an advertising manager and 
a print-shop executive. 

They think their man has a good 
chance to get in. They’ll know this 
week. 


Joins Alport & O’Rourke 


Howard Thornhill, formerly in 
the advertising department of In- 
terstate Tractor & Equipment Co., 
Portland, Ore., has joined Alport 
& O’Rourke, Portland agency. 
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Names William Hart Adler 

Chase Bag Co., Chicago, has ap- 
pointed William Hart Adler Inc., 
Chicago, to handle its advertising, 
effective Sept. 1. General maga- 
zines, trade publications, direct 
mail, commercial films, exposition 
displays and a sales training pro- 
gram will be used. Buchen Co., 
Chicago, had the account previ- 
ously. 


San Francisco H-R Reps Move 

H-R Representatives Inc., and 
H-R Television Inc., San Fran- 
cisco, will move to larger quarters 
at 155 Montgomery St. on Aug. 10. 


Don Flagg Productions Moves 

Don Flagg Productions, San 
Francisco, has moved its offices to 
445 Harrison St. 


‘tions late 


AT&T Develops New, 
100-Word-a-Minute 
Teletype Machine 


New York, Aug. 5—A faster, 
more versatile teletype machine 
has been developed by American 
Telephone & Telegraph Co. It is 
expected to be ready for installa- 
in the fall or early 
winter. 

The new machine for AT&T's 
private line teletype customers is 
expected to nearly double the 
speed at which written messages 
can be transmitted. It will make 
less noise than present models, 
produce cleaner letter impressions 
and require less maintenance, en- 


gineers say. 
Known as Mode! 28, it will print 
100 words a minute. Present ma- 


‘chines handle about 60 to 70 words 


a minute. 

Teletype Corp., an AT&T subsi- 
diary, manufactures the machine 
and expects that it will enable ex- 
isting transmission facilities to 
handle heavier traffic. Rates have 
not been set yet. 


Hoggan & Hall Bows in Utah 
E. D. Hoggan, Nelson W. Hall 


To Pickering Advertising 

Mortensen’s Rug Cleaning Co., 
Oakland, Cal., has named Robert 
L. Pickering Advertising Agency, 
Oakland, to continue an advertis- 
ing and sales promotion campaign 
previously handled directly by the 
company. 


Borden Names Paul Klemtner 
| Borden Co., New York, has ap- 
‘pointed Paul Klemtner & Co., 
Newark, to handle advertising for 
its Prescription Products division. 


and Robert L. Parkin, formerly. 


with Francom Advertising Agency, 
Salt Lake City, have formed a new 
agency to be known as Hoggan & 
Hall. The agency will establish 
temporary quarters in the Fran- 
com offices in the First Security 
Bank Bldg. 


‘Plastics Mtg. Names R&R 


/ Plastics Mfg. Co., Dallas manu- 
'facturer of molded plastic dinner- 
ware, has appointed Ruthrauff & 
Ryan, Dallas, to handle its adver- 
\tising. The company will launch 
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an intensive fall campaign to pro- 
/mote its TexasWare line. Four-col- 
|or pages will appear in Better 
‘Homes & Gardens, House Beauti- 
ful, House & Garden and Living 
i\for Young Homemakers. Also 
jscheduled is a cooperative adver- 
tising campaign through retailers 
‘which includes radio and teevi- 
sion spots, point of purchase and 
other collateral aids. Plans to pro- 
mote DallasWare, the company’s 
institutional line, are in the mak- 
ing. 


When you 
need 


Remember 


WM. F. RUPERT 


Cempiler of NATIONAL 
RECENT BIRTH LISTS EXCLUSIVELY 
BIRTH ‘“ for over 55 years 
Fifth Ave., New York 11 
LISTS OR 5-3523 


Look! No bulbs, no batteries, no costly current... 
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And sells ALL NIGHT, too, in brilliant reflective color! 
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Jastiest BEER-ALE 


Signs Like These Sell 24 Hours a Day! 


Made in U.S.A. by Minnesota Mining & Mfg. Co., St. Paul 6, Minn. —also makers of “Scotch” 
Sensitive Tapes, “Scotch” Sound Recording Tape, “Underseal” 
"3M" Abrasives, "3M" Adhesives. General Export; 122 £. 42 


Ordinary signs 
LOAF ALL NIGHT! 


Illuminated signs 
COST ALL NIGHT! 


~ Reflectorized signs 
SELL ALL NIGHT on 
BORROWED LIGHT! 


WHAT A 


ppeR! 


Rubberized Coating, “Safety-Walk” Non-slip Surfacir 
nd St., New York 17,N.Y. in Canada: London, Ont., Cc 


Brand Pressu- 


MINIATURE 
SIGN FREE! 


REG. U. S. PAT. OFF. 


BRAND 


You double the sell of your outdoor advertising signs with 


SCOTCHLITE 


REFLECTIVE SHEETING 


DIV cecccccccccscccccccccce cece + COMB 000 cc STAN ccccccccccs 


See how “Scotchlite” Sheeting re- 


peateees aerate messages in 
ull-color brilliance da 


Write today—no obligation, of course. 
MINNESOTA MINING & MFG. CO. Dept. AA-83, St. Paul 6, Minn. 


COMPANY..... 
ABDORESS .. oc ccccsscvccccese 
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Coming 
Conventions 


Aug. 29-Sept. 3. Advertising Specialty 
Institute, advertising specialty show, La- 
Salle Hotel, Chicago. 

Sept. 14-15. Pennsylvania Newspaper 


Publishers Assn., annual classified clinic | 
for mid-Atlantic states, Fort Stanwix Ho- Federation of America, Louisville, Ky. 


tel, Johnstown, Pa. 

Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, 
Shamrock Hotel, Houston. 

Sept. 18-19. Seventh District, Advertis- 
ing Federation of America, Nashville, 
Tenn. 

Sept. 20-22. New York State Publishers 
Assn., annual meeting, White Face Inn, 
Lake Placid, N. Y. 

Sept. 21-23. Assn. of National Adver- 


tisers, annual meeting, Drake Hotel, Chi- | 


cago. 
Sept. 27-29. Mail Advertising Service | 
Assn. International, annual convention, 


Hotel Statler, Detroit. 

Sept. 30-Oct. 2. Direct Mail Advertising 
Assn., 36th annual conference, Hotel Stat- 
ler, Detroit. 

Oct. 4-6. Tenth District, Advertising 
Federation of America, Corpus Christi, 
Tex. 

Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 4-10. Produce Prepackaging Assn., 
third annual exposition, Chase Hotel, St. 
Louis. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel La Salle, Chicage. 

Oct. 5-8. Printing Industry of America, 
1953 exhibition and awards, annual con- 
vention, Shoreham Hotel, Washington, 
D. C. 

Oct. 8-10. Life Insurance Advertisers 
Assn., 20th anniversary convention, Hotel 
Statler, Boston. 

Oct. 9-10. Pennsylvania Newspaper Pub- 
lishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 11-14. American Photoengravers 
Assn. and Equipment Exhibition, 56th an- 
nual convention, Hotel Statler, Boston. 

Oct. 12-15. Financial Public Relations 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

Oct. 15-16. Central Council, American 
Assn. of Advertising Agencies, Blackstone 
Hotel, Chicago. 

Oct. 15-16. Newspaper Advertising Man- 
agers Assn. of Eastern Canada, Windsor 
Hotel, Montreal. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club. 

Oct. 19-20. Boston Conference on Dis- 


ARE YOU ADVERTISING 
FOR YOUR COMPETITORS? 


National advertising and distribution with- 
out dealer identification are sheer waste. 


Arthraft’ 
3-D PLASTIC AND PORCELAIN 
NEON DEALER SIGNS 


make national advertising 5 times as effec- 
tive because more than 5 times as many 
people know where to buy their products. 
(Proved by actual audited research.) 


ARTKRAFT* PORCEL-M-BOS'D 
AND 
PLASTIC STORE FRONT SIGNS 


(Neonized or Non-Illuminated) 


Artkraft's planning department will design 
for you, without obligation a distinctively 
beautiful and effective sign in any size to 
reproduce faithfully any embiem, letter 
styling, or trademark as to shape or color. 
Artkraft's mass-production methods and un- 
equalled manufacturing facilities make pos- 
sible the world's finest signs at moderate 
cost. Built unusually strong and to rigid 
specifications which assure lasting, trouble- 
free service. 


Anrthraft' 
Sign Co., Div. Artkraft* Mfg. Corp. 


1133 E. Kibby Street Lima, Ohio 


Please send without obligation, details on 
Artkraft* signs. 
) We are interested in a quantity of outdoor 
neon dealer signs. 
) We are interested - @ quantity of Porcel- 
M-Bos'’d store front signs. 
» We are interested in a quantity of outdoor 
illuminated plastic signs. 
‘ ) Please send instructions on how to set up 
a successful dealer ai, 
* Trademark - 


tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 

Oct. 23-25. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs of 
the Advertising Federation of America, 
Edgewater Beach Hotel, Chicago. 

Oct. 26-27. New England Advertising 
Executives Assn., annual meeting, Parker 
House, Boston. 


Nov. 5-7. Southern Newspaper Publish-— 


Lan-O-Tone to Shaller-Rubin 

Lan-O-Tone Products, New 
York hair cream and shampoo 
manufacturer, has appointed Shal- 
ler-Rubin Co., New York, to 
handle its advertising. Television, 
‘radio, newspapers and direct mail 
'will be used. 


| 


ers Assn., annual meeting, 50th anniver- | 


sary, Boca Raton Hotel and Club, Boca 
Raton, Fla. 
Nov. 7-8. Fifth District, Advertising 
Nov. 8-10. National Newspaper Promo- 
tion Assn., midwest convention, Edge- 
water Beach Hotel, Chicago. 


 Streich Joins Kiwi Polish 


| Philip A. Streich, formerly gen-| 


|}eral sales manager of General 
/Candle Corp., has been appointed 
Sales manager of the American di- 
| vision of Kiwi Polish Co., Phila- 
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delphia, manufacturer of polish for ing now being constructed at 261 
shoes and leather goods. | Madison Ave. and will move there 
'some time in December. 

Copease Names Anderson | 

Copease Co., New York, has Hoberg Paper Changes Name 
named Anderson & Cairns to han- The name of Hoberg Paper Mills 
dle advertising and promotion for tne Green Bay, Wis., has been 
its Develop photocopy machines. changed to Charmin Paper Mills 
Copease, a new company, is the | Inc. The change was made “in or- 
exclusive American distributor of der to more closely identify the 
the machines. ‘company with the Charmin and 
the Evergreen lines of paper prod- 
Compton Agency to Move ucts manufactured by the com- 

Compton Advertising, New York, | pany,” according to J. M. Conway, 


_has leased four floors in the build- | president and general manager. 
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CBS-TV Transfers Chandler 


MacLean Chandler, manager of 
spot sales in Chicago for CBS-TV, 
has been transferred to San Fran- 
cisco in a similar capacity. He re- 
places Lamont Thompson, who 
will go to Chicago as CBS-TV spot 
sales account executive. 


Harvey Joins Scott Paper 

John Harvey, formerly public 
relations director of John Falkner 
Arndt & Co., Philadelphia, has 
joined the public relations staff of 
Scott Paper Co., Chester, Pa. 


Names Jewell Advertising 

Peerless Laundry & Dry Clean- 
ing Co., Oakland, Cal., has ap- 
pointed Jewell Advertising Agen- 
cy, Oakland, to plan and produce 
a campaign promoting increased 
home pickup and delivery service 
in the East Bay area. 


Purdom Joins Coast FC&B 
Paul Purdom, formerly 
Schmidt Lithograph Co., San 
Francisco, has joined the San 
Francisco office of Foote, Cone & 
Belding. 


with 


AP Sends 16-Page 
‘Do-It-Yourself’ 


Series to Members 


New York, Aug. 4—The Asso- 
ciated Press has started sending to 
its newspaper members a 16-page 
supplement of 100 matted illustra- 
tions and 50 articles dealing with 
“Do It Yourself” home improve- 
ments. 


| produce “record increases” in lin- 
age during National Home Month 
in September. 

The AP said its supplement 
“provides the foundation for a sec- 
,tion several times its size by add- 
‘ing local advertising.” It added 


that several newspapers expanded | 


previous AP supplements to 64 
pages without adding to the pre- 
pared editorial material. 

Since 1947 the AP has put out 12 
,supplements. The first was 24 


The material is intended to help pages devoted to “Planning Your 


| Into Your Gales Talk— 


AND KILLED THE ORDER? 


NEW MECHANIZED 
SELLING FILM 


One thing that makes industrial selling tough is the fact that NOW AVAILABLE 


today—in most manufacturing plants, especially the large 
ones—there are from three to six men who have a voice in 
recommending, specifying and buying. These men must be 
contacted. But your salesman also has to contend with un- 
known buying influences . . . men whose title or job function 
belie their importance . .. whose ‘‘No!”’ may cost you the sale. 

One sure way of reaching these unknown buying influences 
is through the magazines they must read to keep up with their 
jobs. Business decisions are influenced by what these men 
read in the editorial and advertising pages of their business 
magazines. 

We call Business Publication Advertising ‘‘Mechanized 
Selling” because it gives greater productivity to the salesman’s 
efforts . . . just as a high speed machine steps up the produc- 
tivity of the skilled workman in the plant. Used for the pre- 
liminary steps of making contact, arousing interest and creating 
preference for your product, business magazine advertising 


We have just produced a 35mm. 
sound-slide film entitled, 
“Plateau of Progress.”’ This 
film presents the application 
of mechanization to selling ... 
shows the job that advertising 
can do in the kind of economy 
we’re living in today. 


The film fits ideally into 
conferences, sales meetings, 
sales training courses, adver- 
tising presentations and other 
gatherings where business pro- 
motion is the theme. 

This new film, and our earlier 


, ‘ A film, ‘‘Mechanization— Blue- 
gives your salesman more time to concentrate on the impor- print for Profits,” are available 
job of making specifications and closing the sale. at all McGraw-Hill district 
nasal eter” 8 offices. For further informa- 


Ask your McGraw-Hill man for a copy of our 20-page book- 
let, “Orders and How They Grow.” It gives the salesman a 
realistic appreciation of how business publication advertising 
helps him use his time more productively. You’ll want to 
read it, too. 


tion, ask your McGraw-Hill 
man or write Company Pro- 
motion Department. 


Me iawran: A 


= FOR BUSINESS 


MCGRAW-HILL PUBLISHING COMPANY, INCs 
ARP 330 WEST 42nd STREET, NEW YORK 36,N. Y. @ 


HEADQUARTERS FOR BUSINESS iN FORMATION 


27 


Home,” and featured house plans 
and articles that could be linked 
directly with hometown merchan- 
dising. The news agency said that 
several newspapers averaged $1 
_in advertising for every cent spent 
_on the supplements. 

The current supplement, it was 
said, may be broken up for use 
/as individual stories and pieces of 
/art on regular real estate and 
home pages. 
| 
_ABC Gets Religious Sponsor 

The Rev. Oral Roberts will be- 
gin a weekly series of broadcasts 
over ABC starting Oct. 4 at 3 p.m., 
EST. The a ed will be bought 
‘by Healing aters Inc. through 
|the White Advertising Agency, 
Tulsa, where the broadcast will 
originate. 


Shivell to Cities Service 

Paul Shivell, formerly a project 
manager with McGraw-Hill Pub- 
lishing Co.’s technical writing 
service, has joined the advertising 
staff of Cities Service Petroleum 
Inc., New York, where he will co- 
ordinate industrial advertising and 
trade exhibits. 


MIDWEST 
UNIT 
SUBSCRIBERS 


216% 


U.S. 
AVERAGE 
ae 


40 
STATES 


PER CENT OF FARMERS WITH INCOMES 
OF $10,000 A YEAR AND OVER 


New U.S. Census Bureau 
Facts will sell you... 
and Help you SELL 


Your sales potential is 
highest where farm income 
is highest. In the 8 Mid- 
west states served by the 
Midwest Farm Paper Unit, 
farm incomes are more 
than twice the U. S. aver- 
age. This fact is just one 
of many in the new special 
study by the U. S. Census 
Bureau that will simplify 
your farm sales problem. 
Write us for your copy. 
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CHEST FARM MARKET IN THE 


Sales Offices. 250 Park Ave., New York 17... 

59 East Madison St., Chicogo 3 .. . Russ Build- 
ing, Son Francisco 4. . . 1324 Wilshire Bivd., 
| bos Angeles 17... 505 N. Ervay Street, Dallas I. 
ress 
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Sales 


n es 
n The Elks 
October Hunting Issue! 


The 1,054,748 active men who read and own The 
Elks Magazine are big game for advertisers in this 
special hunting issue. The known hunters among 
Elks number 474,000, and every reader—because 
of his income, habits and loyalty to The Elks 
Magazine—is a matchless buying prospect. 

Yet the page rate per thousand is lower than any 


ae 


|‘Hablemos’ Names Smith 


Thomas J. Smith, formerly as- 
|sociated with Philco International] 
Corp. and International General 
'Electric, will be in charge of ad- 
'vertising of the special household 
issue to be published Nov. 15 by 
Hablemos del Hogar y de la Moda, 
New York, weekly Latin American 
newspaper supplement for women. 


‘Management Hikes Rates 


Office Management, New York, 
a Geyer publication, has increased 
its rates 11% based on a circula- 
tion gain of 22%. The new rates 
are based on an ABC circulation 
guarantee of 11,000 net paid for 
the second six months of 1953 
compared with the previous guar- 
jantee of 9,000. 

Grocery Chains’ Sales Gain 

Chain grocery stores registered 
a nationwide sales gain of 8.9% 
in June this year over June, 1952, 
|according to a regional survey by 
‘Chain Store Age, New York. The 
| Southeast, with an 11.1% increase, 
led all regions in the study, which 
covered 95 chains operating a total 
of 14,881 stores. 


Dallas Jones Appoints Two 


Dallas Jones Productions Inc., 
Chicago maker of industrial train- 
ing slide films and motion pic- 
tures, has appointed Bernard L. 
Asbel, Chicago, as its public rela- 
tions consultant. Hugh Egan, for- 


of the three leading outdoor magazines. 


merly field director of the Nation- 
‘al Golf Foundation, has _ been 
named an account executive. 


Larson Joins G. P. Gundlach 


Eric G. Larson has been ap- 


MAGAZINE 


| pointed an account executive of G. 
P. Gundlach & Co., Cincinnati 
dairy advertising consultant. Mr. 


New York * Chicago * Detroit * Los Angeles | Larson succeeds William McKin- 


‘ney, who has resigned to join the 
National Dairy Council. 


‘More people 
hear KWKH 


than all other 
Shreveport 
stations 
combined! 


KWKEH is by all odds the most listened-to, most 
productive station in the big Arkansas-Louisi- 
ana-Texas area. 


KWEH gets 22.3% more Average Daily Listen- 
ers than all other Shreveport stations combined 
—yet costs 44.2% less! 


The audience figures above are from the new 
Standard Station Audience Reports—the more 
conservative of the two recent audience surveys 
made in this area. 


Write direct or ask your Branham representa- 
tive for the whole, 50,000-watt KWKH story. 


50,000 Watts e CBS Radio 


SHREVEPORT LOUISIANA 


otter KWKH 
STATIONS 
COMBINED 


AVERAGE 
DAILY LISTENERS 


A Shreveport Times Station 


The Branham Company, Representatives 
Henry Clay, General Manager 


Fred Watkins, Commercial Manager 


ne MER 2 6. SR since hae ee 


Advertising Age, August 10, 1953 


Getting Personal 


Ten employes of the Record and Journal, Meriden, Conn., re- 
ceived awards, recently, for completion of 25 years or more with the 
papers. Among those honored were Charles G. Iwanicki, ad director; 
Clarence A. Hubbard, local ad manager; and Warren H. Hunt and 
Henri C. Bibeau, advertising representatives. . 

Ninety charter members of the New York Times’ new Thirty- 
Year Club met several weeks ago for an organizational meeting; as 
of July 15, 127 men and women had joined the group. Tom Fahey, 
advertising salesman for 31 years, who was elected v.p., heads the 
activities committee. .. 

C. James Fleming Jr., Compton Advertising v.p., has been named 
a vice-chairman of the business and professional division of the 
United _—— Fund’s 1953 campaign. . .Carl Reinschild, senior ac- 

—— count executive for Colum- 
bia Transcriptions, has been 
appointed radio and TV con- 
sultant to the general coun- 
cil of the Presbyterian 
Church in the U.S.A... 

PR counsel Ed Gottlieb is 
visiting accounts in Holland, 
France and England... 
There’s a new son in the 
home of agency president 
Fred Gardner named Fred 
Hunt Gardner Jr... 

Hot weather makes for 
courageous souls. The other 
week four sufferers—com- 
mercial illustrators’ repre- 
sentative Louis Renault, con- 
sulting art directors Len 


HAPPY BIRTHDAY—The jacket at the left 


is unidentified but seated next to it is 


Raymond F. Sullivan, president, Sullivan, 

Stauffer, Colwell & Bayles. Next to him is 

Daniel J. O'Meara, v.p. in charge of mer- 

chandising. Occasion was the agency’s sev- 
enth anniversary party. 


Bastrup and Robert Cowan, 
and Robert Jones, art direc- 
tor of RCA Victor’s records 
division—got off their com- 
muters’ train from Stamford 


KW KH 


and marched out of Grand 
Central together, all sporting Bermuda shorts. They did it en masse 
because none of them had the nerve to do it alone. However, despite 
a cool day in Manhattan’s canyons, the catcalls and whistles were 
just too much and they dropped the idea... 

The Aug. 9 issue of Parade had a picture series showing Linda 
Coltrera, four, and Johnny Forzaglia, five, enjoying themselves at 
Cunningham & Walsh’s annual “Big Exhibition by Little Artists.” 
Linda’s father, Charles, is traffic manager of the agency, and 
Johnny’s dad is a C&W art director... 

James V. O’Gara III is the name of the newest addition to the 
family of AA associate editor Jim O’Gara. Born July 30, James III 
has an older sister for company... 

Theodore A. Serrill, general manager of the Pennsylvania News- 
paper Publishers’ Assn., is the new. president of the Harrisburg 
Trade Assn. Executives. .. 

Joseph D. Passaglia, a 25-year veteran of Roche, Williams & 
Cleary, Chicago, scored a hole-in-one July 19—first in his 20-year 
golf career. Using an 8-iron, he a the 135-yard fourth hole 


at Mission Hills for his record maker. . 


Wen- 


BLOOD DONORS—Thomas D’‘Arcy Brophy (left), board chairman of Kenyon & Eck- 

hardt, and general manager D. C. Stewart were among more than 90 K&E volun- 

teers who donated blood July 22 when the Red Cross set up a blood bank in the 

247 Park Ave. building. More than 220 donors contributed, including volunteers 

from Cecil & Presbrey; Foote, Cone & Belding; Calkins & Holden, Carlock, Mc- 
Clinton & Smith; C. J. LaRoche & Co. and Wesley Associates. 


Robert Prentiss, publications editor for the Lycoming Division of 
Aveo Mfg. Corp., Stratford, Conn., heads public relations for the 
1953-54 Stratford Red Cross fund... 

George Allison, head of the media department at Young & Rubi- 
cam, Los Angeles, is the proud father of Ann Kelby Allison, born 
July 14 at St. John’s Hospital, Santa Monica. The mother, former 
Jessie Willsey, was secretary to Walter Bunker, Y&R’s v.p. in charge 
of radio-and television, before her marriage... 

Wedding bells will ring shortly after Labor Day for Dan Edelman, 
Chicago p.r. counselor, and Ruth Rozumoff, who’s on the Marshall 
Field & Co. staff... 

Public relations at Standard Oil Co. of California came into full 
bloom when Walter J. Held, secretary of the donations committee, 
and secretary Frances L. Tappan were married in San Francisco, 
July 11. Mr. Held is a past president of the San Francisco Adclub. . 

Robert H. Bliss, traffic and office manager of Ralph H. Jones Co., 
Cincinnati, who checked up 35 years’ service with the agency not 
long ago, was given a gold watch by C. M. Robertson Jr., president, 
to mark the occasion... 
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_TO NATIONAL ADVERTISERS WHO SEEK SUCCESS 
IN SELLING THE NEW YORK MARKET 


The N.Y. NEWS leads 


all New York newspapers 
in Retail Advertising Linage 


~ 


| RETAIL LINAGE - 


_ in all New York newspapers 


The national advertiser’s best guarantee of success in selling 
FIRST 6 MONTHS 1953 


the New York market is to sell through the medium which retail merchants 


1 NEWS... . 13,765,361 have found produces the most business for them. 
2 Times .... 10,152,619 

3 Her. Tribune. . . 5,513,599 Retailers have a daily check on the results of their advertising. 

[4 Minds. 2... 5,066,125 For years running they have bought more lines, and spent more money 
a re ee 4,242,168 in the News than in any other New York newspaper. 


6 Wor-Tel & Sun . 3,799,638 
7 Jour. Amer... . 3,632,373 
8 Eagle ..... . 2,044,405 


And in the first six months of 1953, the New York NEws was 
FIRST in RETAIL among all of the newspapers in America. 


source: Media Records 
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The N.Y. NEWS leads 


all newspapers in New York 
in Total Display Linage, and is 


" TOTAL DISPLAY LINAGE ' FIRST in Clothing Stores FIRST in Jewelers 
| in all New York newspapers FIRST in Drug Stores FIRST in Sporting Goods 
FIRST 6 MONTHS 1953 2 , FIRST Al h B 
FIRST in E . & Supplies i oli 
1 NEWS... . 17,091,756 ST " aad pplie " coholic Beverages 
2 Hee oe es 16,434,386 FIRST in Furniture & Household FIRST in General Groceries 
3 Her. Tribune. . . 9,650,955 | FIRST in Heating & Plumbing —_—FIRST in Toi si 
isit 
iMag on. 6,827,833 g 9 , T in Toilet Requisites 
5 Jour. Amer. Sear 6,030,742 FIRST 6 MONTHS 1953 source: Media Records 
6 Wor-Tel & Sun . 5,914,075 
ee es 23 5,412,651 
me THE & NE 
} SOURCE: Media Records | = 


NEW YORK’S PICTURE NEWSPAPER 
Advertising offices also in: NEWS BUILDING. 220 East 42nd Street. New York 17, N. Y. 


CHICAGO, Tribune Tower, 11 ¢ SAN FRANCISCO, 155 Montgomery Street, 4 ¢ LOS ANGELES, 1127 Wilshire Boulevard, 17 
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Appoints Hilton & Riggio 


‘New Yerk, to handle advertising prevent diaper rash. Radio, tele- Haire Says Public 


Steri-White Corp., New York, of Steri-Dipe, a new diaper wash- vision and newspapers will be 


has appointed Hilton & Riggio, ing powder which is designed to used. 


Supports American 


in the Oregon Country 


when you use Portland’s oe 
ONLY home-owned newspaper 


’ 


Get all the facts from 
REYNOLDS-FITZGERALD, Inc. 


Advertising System 


| New York, Aug. 4—Advertising, 


the JOURNAL 


Member Metropolitan Comic & Pacific Sunday Magazine Groups 


as an American phenomenon, has 
flourished and grown because of 
public acceptance and could not 
continue without it, Thomas B. 
Haire, president of Haire Publish- 
ing Co., and chairman of Associ- 
ated Business Publications, told 
Rotary Club members here last 
week. 

“Advertisers can’t compel atten- 
tion,’ Mr. Haire said. “You give 
your attention only if and when 
you want to. Advertising can’t 
compel people to buy. It can only 
whet appetites, build desires, cre- 
ate ambitions, promise results. It 
can only help you to make up your 
mind about what you want to buy. 
The buying transaction is an act 
of your own free will. 

“Advertising techniques, such as 
,copywriting, art, layout and pro- 
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Mr. Frank T. White, General Manager 
of Extensole Corporation, 
makers of fine extension tables. 


“We get the most results for 
the least cost from your 
magazine’; continues Mr. White. 


EXTENSOLE sales 
have increased nearly 500% 
since 1945. 


Extensole’s principal advertising 
medium is House Beautiful. 
More evidence that 

it pays to be a REGULAR 


House Beautiful advertiser. 


@ delivers most 
sales action per copy 


@ sells both sides 
of the counter 


Pn eae ORE arn Ra, 


Mr. Richard A. Hoefer, Publ 
House Beautiful Magazine eanerd 


CORPORATION: 
March 12, 195. ee MICHIOAN 


e 


paul 


572 Madison Avenue 
New York 22, New York 


Dear Mr. Hoefer: 


Since 1985 Extensole has adv 
ert 
pret ply and now looking back cor ondtantie A aaa 
Gazine is indeed well founded. ihe 
My associates and I 
have @ great trade 1 
to create a demand f 


@ll felt that House Beautifu 
nfluence as well as the <1 Rae 
or our products at the retail level. 


In support of this confidence 
» it is inter 
at See we have gore than four times the number of 
poet 8 that we had in 1945 and that our business in 
ar volume has @ultiplied nearly six times. 


esting to note’ 


A g00d measure of this increa 

se is due to 
pan great majority of which its done in Bouse Bonustret he 
? Pr since 1945 our budget for House Beautiful has been ” 
nereased as we have found that Semtke 


for the least cost from your @agazine. a SeeeNe 


I wish to mention also that @ll of us 
in th 
Po * tan owe a debt to your editorial oat tao 
bn Peon i they have exerted in the interest Of good design 
poy noe Regret They have done this in such an interesting 
ererective. and informative way that tt makes House Beaut ifu 
anced magazine that it ts. 7 - 


We, of course, will continue to be 
regularly as we have been for yeare.. anee, eeaS 


Sincerely yours, 


EXTE re = c 


nerel Manager 


Prank T. White/e 


J! a ibs 


Big eeees 53. 572 M 


Advertising Age, August 10, 1953 


duction methods have been devel- 
oped to a high point in competi- 
tion for time and attention,” Mr. 
Haire said. “But without your tacit 
permission advertising would be 
pointless and could not possibly 
exist. 


s “British radio and television are 
government owned because the 
British people have not been will- 
ing to submit to advertising. BBC 
programming is good, but there is 
only one BBC and it is government 
owned. Here in America there are 
2,900 stations, not one government 
owned, and each is supported by 
advertising. 

“We in America,’ Mr. Haire 
said, “have proved by our patron- 
age of advertised products that 
advertising is an effective way of 
distributing goods more widely at 
lower cost. Advertising has been 
a major factor in making possible 
in America the world’s highest 
standard of living. Advertising is 
not that great a force anywhere 
else in the world, and the point I 
want to stress is that it is a great 
force here only by consent of the 
American people. 

“Compared with other countries, 
| we have a more varied and inde- 
| pendent network of communica- 
|tions than any other nation,” Mr. 
| Haire said. “We have 1,100 daily 
newspapers, 600 weeklies, 230 con- 
sumer magazines, over 100 farm 
papers, and 1,800 business publi- 
cations. In addition, there are 2,- 
900 AM and FM radio stations and 

113 TV stations. 


a “There is some. advertising 
which is not good, and there are 
some publications which possibly 
don’t deserve to survive,” Mr. 
Haire said, “but the amount of bad 
advertising is only a fraction of 
1% of all advertising. 

“We can take care of bad ad- 
vertising by not buying the adver- 
tised product,” he said. ‘We can 
take care of weak or subversive 
publications by not subscribing. 
But don’t let anyone take away 
from us the one means we have in 
'this country of spreading truth in 
a hurry—our free press. Don’t let 
legislators tamper with it. 

“Recognize the criticism of pol- 
itical enemies of our press for 
what it is. Be critical and discrim- 
inating, but don’t give aid and 
comfort to the enemies of a free 
press, because they are our en- 
emies and the enemies of Amer- 
ica.” 


3 Paper Reps Move in Atlanta 


The affiliated companies. of 
Theis & Simpson Co., Howland & 
Howland Inc. and Thomas F. 
Clark Co., Atlanta newspaper rep- 
resentatives, have moved to larg- 
er quarters in the William-Oliver 
Bldg. 


To Guenther, Brown & Berne 


Jonathan Woodner Co., Wash- 
ington, has appointed Guenther, 
Brown & Berne, Cincinnati, to 
handle advertising and public re- 
lations for its new $12,000,000 
Woodner Shopping Center and 
Swifton Village. 


Pioneer Suspender to Katz 

Pioneer Suspender Co., Phila- 
delphia, has named Joseph Katz 
Co., Baltimore and New York, to 
handle its advertising. Previously, 
N. W. Ayer & Son, Philadelphia, 
had the account. 


RETAIL DEALER ADS 
Yours or Your Competitors 


From newspapers and 
mogazines published 
throughout the country. 
Write for booklet . . . 


165 Church St., N. Y. 7 
BA 7-5371 


_-PRESS CLIPPING BUREAU 
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Even the Wrapping is Special 
i 3 at CM&H 


: ne Many years ago we began the 
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practice of wrapping our engravings in cellophane imprinted in orange 

: with our name and famous arrow trademark, as shown in the photograph. 
0 When they reach the printer or publisher, he can identify them at sight 
d without taking off the protective wrapping. This saves time and trouble, and 
prevents possible damage to the printing surface. So far as we know, we are the 

z 7 only photoengravers who wrap our engravings in this manner. It is part of an 
: idea that has ruled our shop from the beginning, expressed by Michelangelo in the 
saying, ‘Trifles make perfection, and perfection is no trifle.” Printers appreciate this 

extra service, and so do advertisers and agencies from coast to coast who come to us for 


the finest photoengravings money can bu 


Our color movie, ‘‘THE PICTURE'S 
THE THING" shows how fine photo- 
engravings are made in our plant COLLINS, MILLER @ HUTCHINGS, INC., CHICAGO | 
Arrange for an early showing by 

writing to us now No.7 of « 
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HOUSEHOLD magazine 
912 Kansas Avenue 


Topeka, Kansas 


the 
*‘‘how-to”’ 
magazine 
for 
2,250,000 
home-living 
families 

in 


home-town 


America 


. » « made to order for homemakers hot on the trail of a new taste 


out of the frying pan... over the fire 


treat! It’s out of the kitchen—into the backyard for 214 million 
families when they see this new idea for an open air feast. 


HOUSEHOLD’s food features . . . rated sky-high by Starch month after 
month . . . are tailored to HOUSEHOLD family tastes, complete with 
new ideas, practical menus and tested, easy-to-follow recipes. 


The 8!4 million hearty appetites in HOUSEHOLD homes mean business— 
a multi-million dollar business every year. That’s why, if your 


product belongs in the kitchen, your advertising belongs in HOUSEHOLD. 


line forms on the night! 


By Helen W. Fritz 


a in the open is a barrel of fun. Just whisper the word barbecue and the 
whole family pitches in to move from the kitchen to the terrace or yard. 

To simplify operations and to avoid having your kitchen stripped clean each 
time, assemble in a place convenient to your outdoor cooking area all the things 
you usually need. You'll want large salt and pepper shakers, vinegar, oil, herbs, 
cooking equipment, and fuel. Don’t forget tableware. 

Most people who cook outdoors with a portable barbecue use charcoal or 
briquets. Hickory, beech, and oak are ideal hard woods but they’re most popular 
for picnic cooking. Soft woods such as pine and poplar do not produce satisfac- 
tory coals. Pine also gives a turpentine taste to your food. 

While there are a number of schools of thought on fire building, it is usually 
best, after the fire is well started, to put on all the fuel necessary and then leave 
it undisturbed until only glowing coals remain. If necessary, additional charcoal 
should be placed around the edge of the fire rather than dropped in the center. 

Fortunately, most foods cook as well on the simpiest grill as on the most 
elaborate. It is for the outdoor chef to decide which he wishes to use. 

We've planned the recipes for four. You'll find them on pages 50 and 51. 


Menu 


Barbecued Chicken 
Potatoes Roasted in Foil Grilled Eggplant and Onion 
Cabbage, Pineapple, Marshmallow Salad 
Rolls Iced Tea 


Strawberry Parfait 


PHOTOGRAPH : LARRY FRITZ 
TABLE: CIRCLE FURNITURE MFG. CO., CLENDORA, CALIF, 


ANDROCK FORK, SPOON, BAR-B-Q GRILL: THE WASHBURN CO. 
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Advertising Corp. Alters Name| Associates. The two 


Advertising Corp., Chicago, has 
been renamed Merrill, McEnroe & 


principals, 
continuing as active heads, are T. 
William Merrill, president, and 
Patrick J. McEnroe, secretary- 
treasurer. 


To Elliott, Goetze & Boone 


Bendaco Co., Oakland, Cal., pro- 
ducer of Vaporette household in- 
secticide, has appointed Elliott, 
Goetze & Boone, San Francisco, 
to handle its advertising. News- 
papers, radio and television will 
be used. 


What are you promoting . 


ol a “Give-a-Pony’’ promotion 
have, and always will, 
parade 
uitimate in store-traffic stimulation 


amount of interest 

prize 

One or a thousand available immediately 
Get the full story today 


749 Rush St. + Chicago 11, I. « 


Hitch Your Sales to a Pony 
And Watch Him Pull for You / 


. foods, drugs, 
paste, dairy products, candy’? Whatever it is, if it's 
a consumer ic.em and chiidren use it too, 
never be.ieve the downright magnetic drawing power 
Free Ponies always 
lead the sales promotion 
with parents, too! You'll see here the 


And a Pony is very inexpensive compared to the 


you will create with any other 


write or phone 


Fashion Club Shetland Pony Sales Co. 


DEL, 7-7566 


tooth- 


you'll 


Sell Hard While Waiting for Color 
TV, Hallicrafters President Advises 


Cuicaco, Aug. 4—New TV, radio 
and high-fidelity lines, plus a $1,- 
000,000 ad program to run through 
Christmas, were unveiled by the 
Hallicrafters Co. yesterday. 

Outlining the fall merchandising 
program and television prospects 
for next year to distributors at the 
company’s annual sales meeting, 
William J. Halligan, Hallicrafters 
president, discounted the immed- 
iate effect of color TV. 

He predicted that color will be 


ications 
|first of 1954, but added that the 


approved by the Federal Commun- 
Commission about the 


high cost of color tubes will pre- 
vent color TV from becoming less 
than a luxury before 1956. 
Meanwhile, he said, the indus- 
try is entering a period in which 
distributors and dealers must “dig 


in and hold their own” to be ready 


to move when color is ready for 
the mass market. 


® Hallicrafters’ hard-sell cam- 
paign to move monochrome TV, 
radio and high-fidelity sets will 
break next month, said John S. 
Mahoney, director of advertising. 
A total of 32 insertions will appear 
by Christmas in 17 magazines— 
The Atlantic, Boys’ Life, Collier’s, 
CQ, High Fidelity, Holiday, House 
Beautiful, House & Garden, Look, 
Mechanix Illustrated, Outdoor Life, 
Popular Mechanics, Popular Sci- 
ence, QST, The Saturday Evening 
Post, The Saturday Review of Lit- 
erature and True. 

The campaign will break in bus- 


|iness papers with a four-color in-| 
‘sert in the September issue of! 


Electrical Merchandising. A page| 
ad will appear monthly through 


Kansas City 


ket. 


the country as a cash wheat mar- 
ket and as a primary wheat mar- 
It is second in grain ele- 
vator capacity. 
second as a feed producing cen- 
ter, a sorghum grains market and 
a flour production center. Kan- 
sas City is not dependent on one 


ranks first in 


It also ranks 


or two crops, but enjoys a pros- 
perity derived from numerous 
and fundamental sources. 


a ee Mala ape are aa” i ra ee 


Chicago 
202 S. State St. 
WEbster 9-0532 


° 
ty, Mo 


THE KANSAS CITY STAR 


Kansas City 
1729 Grand Ave. 
HArrison 1200 


New York 
15 E. 40th St. 
Murray Hill 3-616] 


here 


ia 


Advertising Age, August 10, 1953 


December in Electrical Dealer. 
Jobber News, Parts Jobber, Radio 
& TV News, Retailing Daily, Tele- 
vision Retailing and Western Ap- 
pliance & TV. 

Two series of co-op newspaper 
ads have been prepared. One will 
run in new TV areas and the oth- 
er in established markets. Radio 
and TV spots will also be avail- 
able for use by dealers. 

Two direct mail campaigns, one 
for radio sets and one for TV sets, 
are scheduled. In addition, key re- 
tailers will receive reprints of 
the Electrical Merchandising in- 
sert. The full-color page ad to ap- 
pear in Collier’s Oct. 6 will be 
biown up into an in-store promo- 
tion piece. 


# Mr. Halligan told the distribu- 
tors he believes that the first com- 
mercial color tubes will be avail- 
able about the middle of next year. 
but they will be expensive. 

“For the first of the color sets.” 
he said, “you can count on tubes 
costing, at the manufacturing lev- 
el, $200 and more. The sets will 


require 36 to 40 miniature tubes, 


considerably more than in today’s 
black-and-white sets. Tuners will 
be more costly and cabinets will 


‘have to be larger and therefore 
/more expensive.” 


He predicted that the retail cost 
of early color sets—with a 14” pic- 
ture tube—will be between $900 
and $1,000. He estimated that the 


industry next year will produce 
about 50,000 color tubes. But, he 
added, starting in 1956, color 


“will bring a bonanza period that 
will last for ten years.” 

Mr. Halligan advised dealers to 
“wait for the color fireworks to 
begin,” but also to use the hard- 
sell approach for monochrome TV 


‘sales. 


.@ “I think that we should regard 
the 


outlook for black-and-white 
sales in the transitional period be- 
tween now and 1956 as a good one 
if all of us do what we ought to 
be doing any way—work hard,” he 
said. “There are many, many mar- 
kets to be exploited, but they won't 
come easy. They will require hard 
selling, pushing, pitching and 
again, work.” 

Speaking of the future of Hall- 
icrafters, which this year is ob- 
serving its 20th anniversary, the 
president. declared that recent 
comment that “it is but a matter 
of time before the giant corpora- 
tions take over the entire market 
simply by virtue of their weight” 
does not apply to Hallicrafters. 


® Because of a policy of special- 


ization in communications equip- 
ment, the company will be able to 
“outmaneuver any of the giants,” 
he said. 

“In our unique position in the 
industry, we have flexibility,” he 
added. “You, our distributors, and 
your dealers have the privilege to 
pick and choose when you want 
our products. There are no tie-in 
sales of refrigerators, ranges, air 
conditioners, or what have you. 
You don’t have to sell your birth- 
right.” 


® A new dealer finance plan also 
was announced. Joseph J. Frend- 
reis, treasurer of the company, 
said it differs from plans of other 
manufacturers in that it does not 
require local banks to make 
fixed long-term commitments of 
amounts set by the manufacturer 
exclusively for purchase of his 
products. It also differs, he said, 
in that it does not require banks 
to repossess merchandise it has 
financed as soon as the dealer fails 
to make a partial payment. 

The plan consists of an agree- 
ment between Hallicrafters, the 
distributor, dealer and the dealer’s 
bank covering up to $20,000 for 
purchase of Hallicrafters’ mer- 
chandise. Should it become neces- 
sary for the bank to repossess new 
merchandise because of default, 
the distributor has 30 days in 
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FRESH FOR FALL—Ladies’ Home Journal, 
Look and The Saturday Evening Post will 
carry this full page for Whirlpool Corp., 
St. Joseph, Mich., in September and Oct- 
ober. Six other consumer publications are 
also scheduled for smaller-space ads this 
fall. Beaumont & Hohman, Chicago, is the 
agency. 


which to buy back the merchan- 
dise, after which time Hallicraft- | 
ers will buy it at a price equal to) 
the unpaid balance of the loan. 

The plan applies to short term 
financing of 90 days or less, but 
a series of 30-day extensions to a 
total of one year are permitted. 

New models introduced at the 
meeting include eight TV sets in 
29 styles, six radios, and two hi-fi 
units. Its six most popular com-| 
munications receivers also were | 
released to general distributors for 
the first time. Previously, they had | 
been sold only through large radio 
mail order houses. 


Two Name Joseph Katz Co. 
Pioneer Suspender Co., Darby, 
Pa., has appointed Joseph Katz Co., 
Philadelphia, to handle all its ad- 
vertising. Previously, Katz handled 
a portion of the account and N. W. 
Ayer & Son, Philadelphia, handled 
part. Nolde & Horst Co., Reading, 
Pa., hosiery manufacturer, also 
has appointed the agency to di- 
rect its advertising. Previously, 
Shivell-Hall Co., New York, had | 
the account. 


Howard Switches to Peck | 

Howard Stores Corp., Brooklyn 
manufacturer and retailer of men’s 
and boy’s clothing, has appointed 
Peck Advertising Agency, New 
York, to direct its advertising. 
Plans for fall and winter are now 
being readied. Dowd, Redfield & 
Johnstone, New York, formerly 
had the account. 


We've published 


some of the best 
BOOKS 


...even though you can't 
curl up in bed with them. 
No Pulitzer prize winners these, 
but we think you'll agree that a 
few of the best business texts on 
executives’ shelves today have been 
designed and produced by 
Chartmakers. 

TECHNICAL BOOKS, TRAINING 
MANUALS require a flair for artis- 
tic interpretation to make them 
most easily understood. We 

take your manuscript and 

deliver bound volumes to meet 
your deadline and your budget. 
We'll be happy to show somples 
of books we have produced for 
some of the most discerning clients. 


THE BEST VISUALIZATION 
COSTS NO MORE AT... 


The Chartmakers, Inc. 


480 LEXINGTON AVENUE 
NEW YORK 17, N.Y. 
MUrroy Hill 8.2760 


Opens Boston Ad Office 


Farm Journal Inc., Philadelphia, 
has opened an office in the Statler 
Bldg., Boston. The new office will 
service both Farm Journal and 
Pathfinder...the Town Journal. 
Dana Hull, recently attached to 
Farm Journal’s New York office, 
has been named manager of the 
Boston office. The company now 
has nine advertising offices. 


To Jackson, Haerr, Peterson 


J. B. Deere Cedarcraft Co., Lake 
Ozark, Mo., distributor of cedar 
souvenirs and gifts, has appointed 
Jackson, Haerr, Peterson & Hall, 
Jefferson City, Mo., and Peoria, 
Ill., to handle its advertising and 
promotion. Direct mail, trade pub- 
lications and consumer magazines 
will be used. This will include 
House Beautiful and Living for 
Young Homemakers. 


Chrysler Promotes Brown 
Robert T. Brown, since 1950 as- | 


Beardsley Co. Moves 


Charles F. Beardsley Co., Phil- 


35 


‘Branham Moves in Charlotte 
The Charlotte, N. C., branch of 


sociated with the advertising de-| adelphia agency, has moved its of- Branham & Co. has moved to the 
partment of Chrysler Corp. of Can-| fices to 327 S. 17th St. 


ada, Windsor, Ont., has been pro- 
moted to advertising manager. Mr. 
Brown succeeds H. J. G. Jackson, | 
who will take over a Dodge-De-_| 
Soto dealership in Chatham, Ont. 


Jacobs Joins Bradham & Co. | 


Harry Jacobs, formerly con- 
nected with a Washington com-| 
pany, has joined the staff of Brad- 
ham & Co., Greensboro, N. C., 
agency, to do general art work. 


Jatte Appoints Naughton 


Robert Naughton, formerly oper- 
ator of Robert Naughton Advertis- 
ing Agency, Minneapolis, has be- 
come an associate of Jaffe Adver- 
tising Agency, Minneapolis. 


Liberty Life Bldg. 
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rHe AD-VER-TIS-ER, 


INC., 


FORT WAYNE, INDIANA 


RP SE eo Sa aay Se eee eee: AM Siege SS Cre cake” CEE, OE Se shai ore et Ge LS, ie aie es tiarey, a ee Se ns RU Se, ee rsh ak Pe eRe S$ (heed Oman aes aN ee 
ee a PR ge OM eey, acta Riek ate oy Yaa ee me A A ela 
eee * ‘ais co ad eee ae ae Coe vi B S aay eo ee : et ear ee c eee ae saci ie. os eee as Bs sy apie 7 Seg =e ee ee ae si ‘i ps fe ap kia ah a a ak es Tee eee - ee ages 
— i eumentinnnisaibtintatiied roma caimatie ayo : ‘ “te 2 vege 
Advertising Age. August 10, 1953 “ 
. onan ee 
ewrytheng boned FS oa = Ps 2 pe <— = f 
Wonderful Whirlpool 
4 4 * . . “ , : : 
| Ei ~-@ oe EK igs Oe | 
— ee j aa’, ee | ‘ 
: z tops ee ‘ \ 
; ' 
Bs | , , | 
7 ' Bese “eg > gO ES tet | Skagen : 
tant pay | 7 
a ane 
ssa eeniacaitamiciiaiic ' ; ET earrae 
ee en | 4 eo | Eg 
Se RTM are oN ik ae oe 
Se eee Ci tihng Rene rate = eee 
: $3 si geces 
: rs 
| | ‘ : | a 
i cia Vai : a, 
ne ie he re ae 
j ako : y . a a ‘i a cv 
a Review tat, ae ee 
} b s\n’ : Cia 
. - q 3 £ pot ee 
Meee died in ” 4 : a 
i —_ ed 32, hii: al 
; or ag ’ eken . a) eee “4s 
: ish rhe Jast WE June 27) 199» a 
siding er -her—out pes 
. sagen & publishe | . 
f we ) fditor : es seis 
: asd — ‘ A hae Seerae 
Ht | : . eee 
« ; . ts eee Senet 
4 : : ai on 
a C 1 glo — 
= mm x 7 a” 
$ : ssh ee 
} ‘ tT) si Hic wg 
\ | : vA ae 
q _ aia me = os 
4, eg 5 ee 
(| = | Islan adi’s only _ 
i —*& * ‘iy, r+ © i 
| | af ai y : | 
| | CITY 
fe New YORK CI! _ 
| UTSID a3 : | 
b 
% és ; , A 5 
: Pe ee - ae 
| MR ee LS Le a ee 


Te SE a TN 


EVERYBODY IS ASKING... 


PSS te. 


§ Plans 


What are Hearst’ 


‘ 
' 
‘ 


959 Eighth Avenue, New York 19, New York 


THE MAGAZINE OF AUTHORITY 
IN THE SPORTSMAN’S FIELD 


SIPORIUS 


sd De PU ional Ne oi i Nan ER ih tee AN. ee Ee, hai ha SP tle: VR Oey 0 ch iahs ORMN Ue (YSU RAIS ba Una saa Eg 2 os wend a RE ore ied igs ae 5 Pe ye i ee aa aaa eae = ied Bh SR a Sa Rages, 5 ai Dae ac OR ena bree aes he nem ope MSs ees ee ue Wptartpese Ret cm os re = 
Ree Rea). gee os best SOS aes phere ge) ateae ie 27s Sa mcae e  S co «ERD , aRgemce ta OM Pepa has ie ciel erm Serene re ae aa aa ain Te ees te He agi, OR Aa RCs 555 yk tax sake race, | eG, We cet de ea ea ares Mea ea 
ie eee, ee ee eee ete Mee ee i ees Oe a ee ee EN 
pig end Piao ea ieee eis Seo . eee”? : Sar ies : Pe ee Aa pe au a + Seah erie oe eaeraleces oe Js jae. le 3 Sits ee aoe Aid oe. ae es ae Beg: ae alt? ake er 
es : x Pa Fir eg SP gee se ac * ei z ia 7 ets a et i. ke a ee ss fine ae 
ra | pea jee eer, sarin: ko es eg OS ee eee ee Ee sie eg a PF Tee CN NE cl oe i anaes Shr tie. ee Greer: eee eee, fg EN ace 
a age gee Pear ee aa Se ae eres ~ ts irae or ee SL ee eas Ms Testes (aes PN Ee ee as Ae Ree aera ri See aa etree eee ss: Rei ps Sa oe ae aes Se 
Pe ae ion i i . ie : . ‘ . 2. ; : ‘ 5. Sve . — , : ong aoe 
} 
a 
: ! 
- ’ & 
a 
3 ‘ 
’ v 
: ; 
4 ( 
4 
. 
« 
7 
‘f 
la 
* 
H 
* 
a? 
t 
er «| 
Rar. : 
ae 1 
e Wape i 
tigi | 
ee 
agi. - * > * * 
2 { ae 3}, sy ee ee ‘ ; 
ie ae 2 x, . + a " 7 ‘ Pace} ,. i 
sb ca ‘ Sad } bY ees ’ J ; § ; 
i y —_ } Lee ‘ | 
a oa ‘ . * ; * - > & " 4 ; i ; 
Sas y . % * r . % . “ & + a Pd a 3 _ i kat " "te cy # q 
Maton ce: - . ‘ o. . Bi ¥ 5 4 ie mz we: ‘ us f 
ie Pr. en, 2) wt ‘ a ae -. é 
ee x‘. ‘ Seo 1. oe mye ee a F 
Ais i gx st be ? e * .' + | : 7 sae "2 : , ae r] 
ies ae oo J i “ « ' ’ : : J + di , ~ ag : 
ae We aD , s a9 ' ‘ + =~ ‘ *~ pee rk ; “ Ro > oo ; ¢ ¥ Ad 
Sis ne se * *. es , % , j 4 _ $* 4 ; 
Shay z ; a, . af \ 5 f - oe - a ‘ - 
pia & ~ ' -"* \¥ ‘ Tyr > Sarr u 
ahs ls bs ¢ 4 “ > -~b 4 Se ‘ 
es F i > a + = ‘ 5, # ® * ‘ >. 2 i pt ? 
oy ee #4 ' =." “ at 
setae - 1, ; ‘ ed 5 | " \ oy . ; es ~<A ’ ie Wi. al ‘$ *™ : 
oe ; 7 p e “— \ ; Yeon ee a Pir ; q 
pie . a z4 _. ») ‘y Saar mt se 2 a 
E 7 re 4 | * z Ns ‘ “wr \ s\ , ae » ’ s eR 2 i ’ ~~ 
54 4 4 bi i ’ Fa s : ; _ : ee BO ~ 5 
, Fh a —_>-  . S°5Rw e = 
Hy ' mae : : tis > + : 
° ’ : F, “ “te 22 Pee ae an eat + - 4 ; ad sad iat ¢ 
* ae : eet : , ,= e 3 4 
‘. galley, nh ee 1 FR et a ' 
fee age . 4a ; a ime: i ee a . 4 be ’ < ite, 4 . 4 
ee > i “— o et eee ae + . % . de m4 nm if 
ci ‘ > a tae Afo ee e 4 ' : Fee 3 * 4 + 
ae be a wy i e ‘ i =e ae s* ’ % : arty. A n be 1 4 by 
Pcie . a me... : ors : “ Faas’ j 
, : > 
‘ ; : = * Ses ! / 
“ es ij i A eee. ee 
. mn ; : _. - , ' 
a. . | 
, a a . > % . 4: b 
mela: ' fr "7 : 
cao. ? F a is 35 os es } 
= : : Eby oa : ‘; ee: j 
a sn , a, in. a 
a) ah a A a etg ee eee wie je aoe ae es Slee : 4 kK Pa 4 Be % Ake 3 | 
oF ote nts oR ae gn 5. eS eee a eee re P s oT ‘ n ‘ Se -* ¥. ‘ } 
mae - oh ee ao 7 ; . :) | —_ 2 a rs ; oe tee y TT 0 mpegs 7 % 2 : 4 Pe | 
ro ig ital ‘ ee —- * o: $ 7) = w a Lm ‘Sk ot > Se Sie eee ; p oe fe 
bk Bee wee Oe gee i. ag 5. if 339 a j m eee » (| 
i Ree sas eee’? ere! eae eG , Mabe if : .—l—F———- Pu. wie Fy ¥ ee ; ; ae 
cove Wey eae ve i — ee. : 1) See ge Beaae Ce eae ie a ‘ —— , 
rae es veo ees hg Le RRR ie oe - : 4 ¥ ee al pe ‘og Ce — Lak et, ee ; 
a eve Ae ee iat = ees ave ae ae oe 7 oe Aiea es 4 ig ie ° ieee: (Rs er? i ee ee > ; i : Y y Ae, ; 
ae + Weel ee cota ke Ceo * 02 Det? ie, S . ‘ = 4 re ‘ 
nae ¢ oc ae i ae ake PF coe ae if ; Fy < Sey aaa is: ¢ - : 7 : , ; * 
AS a am gene g renee Se i re eee ate ' i: : ; Leaf > ‘oe % ; ‘. 
Bie ee eet ae at . [eo hi ty ie a Me Fe eee eS een: “e Me Pa } 
ee See aes ee he Bere rt ae ’ SS Se ie ; Pen. a : 
mee ere ae Bish . § ae 7 ee soked “ ee Ts / ee J 7 tit o.8 vid i < Bs  * a ver* rs - q 
Ss n\Gh ore ee eae a. | eee (23 ee sae * Pee i “ af & ao. Se ng re 3 ¢ j 
a 5 8.) 9: ee | Oe . ee ae on! as ( 
, Nee ee? Wad fe Ss ce ey he = ; ’ ee, Se ale or Pate | = 
DNAS. tala eth EE oe sie 1 dy” tae af ay si 1 aaa ee Om > e 9 a 
tee a @ ' See oe i ee E.-4 ‘gales - ae? 
eee cL ir, ieee 6 ae gS & 7a ve q : F ~ : é ia 
ke eee ae ONS re SP : "a - ‘ e . ‘y “e es i Sane ft ’ > : { 
ne we : y ; ‘ ; . ms i : id j 
| ' 39.8 \ aau®. 7 ee i Tt 
ae pega fo te ee : 5 ee a fie: < Bee 4 > es ‘git oy i (* VEL Ts. ae \ 
se A ae Se geek os ote a aS epee oe a oe ’ 7 . i : = 
Q eae We Ce Fite nee al ae eee a els mo ) Xa é % a Ste ee! ee & ote 
ig Nei eee ie - a Lt Pra votes h Ub jap is we ey et é rs, a : i 
er eae ele Bee Cea, Che ’ ..¢ ne , ’ Pes Jf se f+, So - | 
get? yee a Rae Sees eee ts a ee — ae or : : Pe i-4 ' eee oe & | 
ee na lll Ss ‘ym Be an tae ey S me: [.. a i: e * ts . ‘ a ee rf : rs * 7! 
\iied phar a > ae 1 ek, Ey gokart ' ae 5 a se ¥, > us . . o cd ~» > e3 *, é oom j of ie - 
‘a oe ae ee ee ce ed oe oe , g a e % s g - ny eg ad ae ie 
si) ee fo Le Bot Gee Pan Pei’ a page oy a a Pe ol { 4 . x , ~ am a. # : i H 
eae es teat Oe i ee cy Ris Me 7 e y ey “a WB duigl ( 
4 . NS a ear ey ce Leo aiieoes tl ; ats = B x — ‘ i 
eG as “3 Reape wo OF ve are ioe ees ‘6 a bs . Ey wf tty be aks &, A . ee Bae “ve iA 
Seas = Beles Sore aes! Re Rie Sere : ait e Oe ge ae ge EN twin ’ mae o U 
ie ge Bee wee a es 2 st oy A: 4 a oe £ be tate, vee Re oe f RY , bag “ : 
te oe ee iE yi Ea ‘i a “es. * e , . +c shat . a : 7 - Sy? 
eee OF ee ha ee oe a ey oem) ae Pa Bae + d ‘ wa ite A 3} : . 5 8 
aan: ge ae eae § SS Sen = “ry ri 58 Oe Ben | ge ' 
ERs wy oe eats ai Pn eget Me et # - . 2, ™ 4f eer z i + ¢ j 
wae ee ere Se eee ts, eS <2 my a: > & Ane , m4 : 
| ga i a ee ae SRB ee 7 = ; 2] +. > ye CRP See te, Me , ® f > 
oe Oe, ee eee — oa Po on a * al Lis St ee Bis ; ‘ ee * eee 
s ee | . 2 te 5-6) ee Oe Be ee 
' Mee ie: ee ; vg Ore Le © ee . Aye wry ar re ® ; ; ‘ ‘ne . 
% bs ; 6 Sa ‘ aed é Hy &- p D er . ‘ “a . ae Ts ‘ “a : , 
| “yee Cr O—=__ DS. Qe i” Le Oe : . > : 
: See Shae ms oe as’ noes a ? : a aa, Be: ae my, ‘tes ) ihe? “es ¥ i 
‘ : cA oe : sh —_ a, i ei ro Svs 2 : a ae , a : = 5 : 1; 
ee Re ne . a Ss - *: ) 2 ee . es CU UWS 
Births, SE SLE dg Mena Ame tant a ae badork 9 ; a i? ‘ ae ae v i * = * “ fi mn Pie 
is = eae . ’ Pe spar airs P d aoe ; “Ne 4 fee 8 a id 4 a : ., oe p Ps ee a » 
‘ ie ae état ee ee or as : i ac. ee } 3 S 6 5 % f P 
* 2 & ‘ a es : ae we oe ‘ ms aes rae. hae , *% 4 Tee @ | 
; i ‘ ie See Telco Sei Rae , haa She eae. ~ od tom & Pre * ~ « ~ ca Pe os } 
pi mare : i si Mi « oa ra ry , ar ¥, Seciees ee ny a bw 4 * tS ae | 
Ce toe tide: a Se | FC a eee a ¥ if 
a me &e i é ee Se : Z ‘s f et pe ee sf Be “., ea ‘ By: > ae he . ” La » Oe ae 
=e eS Bev » a ee pe ie th i : * J . “ey - ae Foe f 
: 5 , Sah . A 4 eee ¥ 4 b eee) 7 % : we / ‘ me 
4 ee i } ¥ e * : 7 ig . on aes ge ie 3 + 4 €, * 4% ‘mF . b. - 3 “Ey 3) % f% 7 ee ; 
i 5, Oe | - a Pas a ee a ~ eee rt a ee ‘ . . ae See 2 of 
; ' ite a eg a <4 : sae gt + ; f > Oe. ns. Tg ’ ners 
; eS ee? oo : . Poa Js a > 2 Tage bar? ite eee k 
‘ Se fe ee ea, ea oe a : bat be * f ae : te -_ igh: om 
: rs i ; oe ty oe 4. ‘ y 3 ~ te : or? 4 ; 
a ee ek skier. ae ew, Bae a, ¢ ‘a ’ ‘4 ~ i> a “es: -* ul aid 
a pe ata Se tel > ia , ks ~ ka ¢ ¢ : \ 1 Ly 4 
ie a ree a oo a eens os 8 Poe —_ i 
is eaey aces : o< ; dae * ee ee ei dhag's, 
Ed Pee eL a oe rs Pa me «s ES VEER ke ga eames 
: ass ’ ~ as MP —— avery P » ‘hies wee 
eae 4 A : W 4 ae / ** ae yy . ee 3 ies Li ey # = ste " 
ie \ ie ’ Z ot ; Prat: 8 } 
See - | - s ert ; ee } 
: Bs ————— ti‘ % ee ee Bones 
| oe TEN * i Oo. 
i eee . * te b ‘ Tito 9 Se ae 
ae et ; , Fa P ae ital tae be 
Be — 4 aa SAS 3 Zi 
sii ‘ re nm re v2 #6 Ps #4 ee tn. 2 
ee z 3 Pee > ‘ inal “ she > yt ¢ we 2 ’ 
ae x ‘ Ro ~~ * ae i ee By =. 3 ‘to i a? ‘ 
Bayh: r,s . < : AA } y eee | Ah” ao ae + 
- ty: _e : ‘ a ; gl ’ nA e Ni % s ‘ 
on os SS Si tT — Si a aia a are ist! neues eae : 
ae ud Scene Pat es wee) — eae 4 le _ Pe ty s 
\ = wt * fy 2 : *~ ‘ £ whe ‘ i ee - ‘a ie Sail og : | 
: 7 —— r Aan a8 e. ere © 
2s Dia eee t . 4 | Z ? se ee toe ae . 
F ’ Pdiow tude a ile ; , 4 lal a Bae Re aoe ape 4 ? ; 
Say . he ae ae oe , 
| ‘hatter 2 : 
4 
' ’ 
; 
; ; 
ee 
a ee 
raya fie 
FAR ue Ps: abe 4 ' NEN mi Saag | Bi os ia & 4 he pastas ver ae : a Pe > a ae r: Ee : ty pu Pate ater SME! Pee! ACL a fa wes gi oo as eh PO Get Se ae yh lard OO ig TOE OS ee: Fie Vy. pate ae Eee 4-2 ef ae os : me on ee are 


o—_ i“ 


— 


peerage ee / 


; 


| 


for Sports Atield?” 


| pr eae 
Let’s let the editor, Ted Kesting, answer... 


SIPORINS AFUE) 


THE MAGAZINE OF AUTHORITY 


reprererrs 


6 ee ae p= 
' ; Pate ee 
« 

«| 
| ee 
_ SPOR Rs 
: TED KESTING eae 
; | INS ard _epitor oie 
: 9s9°8™" pveENvE: NEW yor* 9, NEW yor« wipe 
F a 
| when years yogezines purchased gports ariel jast spr ine: so 
if JT was given one order : The officer of the company +010 — 
\ me %° convinve 40 puild +ne wu svandine magazine gn is iii 
gield« yearst' © pians gor i¥8 new proper J are 2° girect - 
Y as sna yin 
_ sports ariel™ js 3 service magazine aevoret xo he gnter- iia 
fi ests of she ¢remendor® numbers of Hunter®? gporvsmen? mee 
i he orvetioniee and outdoor = nc usissv® we nave 40027 ° eg 
y To ve ne oubsvandité magazine gn its gields 1% must be Wiese 
) sne magazine of =arnor ity an this gield- To paintal® and ore 
i 4ymprove 4% 35 such is the aim of its editors: ie: a 
|; gports arieds paoneeres witn % proader coveraee? gn its , i : 
gields of the suvject$ qt geals with -~ qu psoneere? 4n iad 
| givin a more yarerave and ;povene fas coverae® of 4hese Teall 
} sup jects ao i psoneeree with the vse of nigh calivre ane: 
y qrivers and grvises 40 present xnose euoject® and 4x, was ; oe 
y girst to give a pertter physic presenvau of 4nis | 
q content ,nroug a wide se Of coLor and moder™ gormat- : AF 
p The packiné and resource? of Heat st yagazine® are mak ine 7 
{ 4% pos givle gor we staff of sports ariele to cart y even ats 
i gurthe™ gil me above aperesov, publishing practice’ with eT 
wich 4% nas Led qe Hee st mcauisttto nas provides <— 
40018 40 nelp +e eaitors produce an even more puvstandine Me 
magazine of pr nor eed for 4s reasers” a 
| we an. 3 proud 4o ve jooKe4 upon 3° ane pile" gor men e 
anvereste™ an the eT ai . As sneit wg spensarre i ™~ 
pandooo» we reer spar sports arsed wir ve of greates© io 
] yastiné yarve +40 readers and javerviser>” ee 


a5, is a sale 


38 


Advertising That's Bullet-Proof... 


Manhattan ‘Red Book’ Enters Its 75th 


Year with 310,300 Business Listings 


By James V. O’Gara 

New York, Aug. 4—Copies of 
the New York Classified Tele- 
phone Directory—the “Red Book” 
—have been used for everything 
from filing important papers to 
bullet-proofing a freight car in 
Central America. 

The book’s most important func- 
tion over the last 75 years, how- 
ever, has been its “where-to-buy- 
it” listings, covering all kinds of 
business products and services. The 
diamond anniversary edition of the 
New York directory, out this sum- 
mer, contains 310,300 listings in 
2,012 pages and weighs in at 5 lbs., 
2 oz. The “yellow page” listings 
for the Bronx, Brooklyn, Queens 
and Staten Island bring the total 
number of listings to 614,300. 

New York’s first classified direc- 
tory appeared back in 1878 when | 
it was nothing more than a single. 
sheet of paper, 31” long and 9”! 
wide. It carried 271 business list- 
ings, including “Clothiers,” “Se- 
gars,” “Passe Partouts” and 34 
other business headings. 


a This year’s 3,769 headings in-| 
clude “Abattoirs,” “Enologists” | 
(wine experts), “Missing Heir 
Consultants,” “Puzzle Solvers,” 
and even “Slop Chests.” 

The entire Red Book advertis- | 
ing sales operation is handled by | 
Reuben H. Donnelley Corp., which 
has headquarters in Chicago and) 
handles similar tomes there and in| 
Baltimore, Philadelphia, Pitts- 
burgh, and Washington. (Separate 
Red Books are published for 
Brooklyn, the Bronx and Queens.) 
Donnelley also handles yellow-| 
page advertising in alphabetical 
phone directories in smaller cities 
for Illinois Bell Telephone Co., 
New York Telephone Co., Bell 
Telephone Co. of Pennsylvania, 
Chesapeake & Potomac Telephone 
Co., Cincinnati & Suburban Tele- 
phone Co. and Diamond State 
Telephone Co. 

In Manhattan alone, Donnelley 
employs 127 sales people who all 
work on a drawing account plus 
commission. In addition to sales, 
the company also writes copy and 


have money to spend — 
on your products 


Pa 
we P 


LET US 
SEND YOU 


Johnson Publishing Co., Inc. 
1820 South Michigan Avenue, Chicago, Ill. 
New York Office: 55 West 42nd Street 
Los Angeles Office: 127 Wilshire Blvd 


arranges for artwork. It will do 
free pencil sketches and even take 
pictures to give prospects an idea 
of what their ad will look like. 


s Any business telephone sub- 
scriber in New York gets one free 
listing in the yellow pages, and ad- 
ditional listings under other head- 
ings cost 50¢ a month each. For in- 
stance, a hardware store might 
want listings under “Paints,” 
“Tools,” “Electrical Appliances,” 
etc. A bold face listing with an 
underline costs $42.60 a year, 
which is paid in monthly install- 
ments. 

Except for covers, the biggest 
unit an advertiser can buy inside 
the book is a quarter page which 
sells for $156 a month. The fourth 
cover costs $1,500 each month. 

Big numbers characterize the 
Red Book operation. Neither the 
New York Telephone Co. nor 
Donnelley representatives will 
give an opinion, but it’s estimated 
that gross annual revenues exceed 
$20,000,000. Out of this handsome 
total come costs of selling, print- 
ing, paper and distribution. 


| consumer panel. The agency found 


51% of all phone owners use the 
Red Book one or more times a! 
week, 73% use it once or more a. 
month, and 90% use it once or 
more a year. 

} 
® There are places—like Grand 


Central Terminal and Pennsyl- 


vania Station—where the Red 
Book is used so much that the. 
phone company replaces a book at 
each of 119 sites every seventh day. | 

Red Book readers aren’t con- 
fined to the limits of the city. More 
than 90 copies find their way to 


‘various foreign consulates in 


Washington. Another 300 copies 


,are requested each month from 


people all over the U.S. and 
abroad. The telephone company | 
reports that it has found that “the | 
number of out-of-country requests 
for Manhattan directories serves! 
as ” business barometer. When 


orders are high, business in for-| 


eign countries is generally good. 
When the request for directories 
reaches a low ebb, business is 
poor.” Requests in 1949 and 1950 


were record-breakers. And 1953 


is topping them all. 

New Yorkers may not be aware 
of this, but many visitors to the 
city like the Red Book enough to 
take copies home with them, shell- 
ing out $2 at a phone company 
business office for the purchase. 


s Lots of people use the Red Book | 


/as a safe deposit box. Into its pages | 


@ It takes about 14,500 tons of. 
paper to print classified directories 
for all five New York boroughs 
and 2,765 tons for the Manhattan 
directory alone. The Manhattan 
book runs to some 800,000 copies— 
enough to fill 46 freight cars—and 
it takes 15 days for 600 men, using 
30 trucks, to distribute the volumes | 
to subscribers. 

The phone company, proud of. 


| the use its Red Books get, says 


that nine out of ten telephone sub- 
scribers use the classified as a buy- 
ing guide. It points to a survey 
made by an agency for General 
Electric covering a 1,000-person 


have gone such things as wedding | 
rings, photos, legal papers, stamp 
collections, money, rent receipts, | 
keys, checks, diplomas, recipes and | 
neckties. The phone company finds | 
this out when it comes time to pick 
up old directories and replace them | 
with new editions. 

One woman called the company | 


|in a tizzy when she found a new. 


directory had been delivered, re-| 
membering too late that she’d left 
a diamond in the volume. When 
she calmed down she also remem- 
bered that she had hidden her 
diamond in the Red Book and not 
in the regular alphabetical direc- 


National Nielsen-Ratings of Top TV Shows 


Two Weeks Ending July 11, 1953 


All figures copyright 


Total Homes Reached 


by A. C. Nielsen Co. 


Program Popularity * 


tory, which had just been carted 
away. 


# Another customer phoned to 
report finding a pair of eyeglasses 
in his new Red Book. It was dis- 
covered the glasses belonged to the 


man who delivered the yellow, 


page directory. 

Old Red Books eventually wind 
up at a pulp mill, where they are 
converted into cardboard. Some 
copies, however, are sold for spe- 
cial purposes which will not 
“depreciate the books in the public 
eye.” 

It was in this category that 800 
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copies were sold to bullet-proof 
the freight car. It seems a Central 
_American fruit company consid- 
ered the books ideal to protect 
shipments and personnel from the 
| bullets of a bunch of bandits with 
the habit of shooting up the rail- 
road. 


Mover Names Jenkins 

Chicago Avenue Transfer Inc., 
nationwide mover affiliated with 
Atlas Van Lines Inc., has named 
'Ray C. Jenkins Advertising Agen- 
cy, Minneapolis, to handle an ex- 
panded advertising, merchandis- 
‘ing, publicity and public relations 
program. 


Homes Homes 
Rank Program (000) Rank Program (%) 
1 | Love Lucy (Philip Morris, CBS) 10,794 1 | Love Lucy (Philip Morris, CBS) ..45.9 
2 Racket Squad (Philip Morris, 2 Racket Squad (Philip Morris, CBS) 40.9 
SEIN -ctssevianswiiinsnsoedretidhdaneidcasives 9,184 3 Dragnet (Liggett & Myers, NBC) 37.4 
| 3 Dragnet (Liggett & Myers, NBC) 8,212 4 Westinghouse Theater (CBS) ........ 36.5 
4 Robt. Montgomery Presents 5 Godfrey & His Friends (Liggett 
(S. C. Johnson, NBC) ............ 7,714 GB Wipes CBB) sisrsscccesccssresccessesece 34.4 
5 Godfrey & His Friends (Liggett 6 Pabst Bouts (NBC) ...........ccccceeees 33.1 
Bh OI ME ten binieticvoienieaneis 59 7 Perd TROGOE CRBC) ..cccrcccsecscccccesss 33.0 
| 6 Pabst Bouts (CBS) ...................... 7,547 8 Robt. Montgomery Presents 
| 7 Westinghouse Theater (CBS) .... 7,394 CB, CG, DOR CBG) cccecesvscaccees 32.6 
| 8 Ford Theater (NBC) .........000000000. 7,053 9 What's My Line (Jules Montenier, 
9 Best of Groucho (DeSoto-Ply- CBB) sisiccsscsicccsccecsssssesesosenessecssnees 
= a 6,827 10 Godfrey's Talent Scouts (Lever- 
10 Godfrey & His Friends (Toni, Lipton, CBS) cecrrccccscorccoscsrsssocscers 31.4 
IND sekeedisbcokarsracutenechiccinttaus 6,670 
“Percentage of homes reached in area where program was telecast. 
Videodex Network TV Ratings 
Week of June 26-July 2 
Copyright by Videodex Inc. 
Program Popularity Rating | Total Homes Reached 
Rank Program (%) | Rank Program (000) 
1 1 Love Lucy (Philip Morris, CBS, 1 | Love Lucy (Philip Morris, CBS, 
SPE EE seieiiicliaidancainiveeuavinancveauis 50.2 IED cccnceiuhertatcasnnianireadenns 1,560 
2 Godfrey & His Friends (Liggett & 2 Godfrey & His Friends (Liggett 
Myers, CBS, 75 Cities) ............ 39.5 & Myers, CBS, 75 Cities) ........ 8,576 
3 Dragnet (Liggett & Myers, NBC, 3 Dragnet (Liggett & Myers, NBC, 
ne 39.0 Oe GE sitititrerrenicennsinenss 262 
4 Godfrey's Talent Scouts .(Lever- | 4 Best of Groucho (DeSoto-Ply- 
Lipton, CBS, 51 Cities) ............ 37.6 mouth, NBC, 79 Cities) ........ 7,660 
5 Best of Groucho (DeSoto-Ply- | 5 Godfrey's Talent Scouts (Lever- 
mouth, NBC, 79 Cities) ............ 34.7 Lipton, CBS, 51 Cities) ........ 7,236 
6 Jackie Gleason (Several sponsors, | 6 Toast of the Town (Lincoln-Mer- 
ee 33.6 | cury, CBS, 66 Cities) ...........0 6,904 
7 Toast of the Town (Lincoln-Mer- 7 Jackie Gleason (Several spon- j 
cury, CBS, 66 Cities) .....0.000000.... 32.7 sors, CBS, 53 Cities) .............. 6,073 
8 What's My Line (Jules Montenier, 8 What's My Line (Jules Montenier, 
Ws MRE GINO Scticvcccocceszidsiosecesc 31.8 CBS, 42 Cites) 22.0.....0.cccccccecoeee 5,998 
9 Our. Miss Brooks (General Foods, 9 Goodyear TV Playhouse (NBC, 
Gy SU UID vcctitictnsctvscnicsesens 28.1 (feo ? 
| 10 Goodyear TV Playhouse (NBC, 10 Burns & Allen (Carnation, CBS, 
Fee ONO  ditiencrstetatattihnicstonsicinesss 27.8 BE GID ssncercesicnesssnsnecesszencs 5,696 | 
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Weaver Opens First 
Newspaper Drive 

to Reach Sportsmen 


NEw York, Aug. 4—W. R. Weav- 
er Co., El Paso, Tex., reportedly 
the largest maker of sights for 


sporting rifles, has launched its 
first newspaper campaign in San 
Diego, Los Angeles and San Fran- 
cisco newspapers. 

Similar ads of 560 lines will be 


used on a staggered schedule in 30 | 


other markets, timed in each case 
to hit the hunting crowd at the 


time of peak interest—start of the 


_deer season. 
| Mithoff Advertising, El Paso, is 
' the agency. 


In releasing the campaign an- 
nouncement, the Bureau of Ad- 
vertising, American Newspaper 
Publishers Assn., notes that the 
sporting goods advertising classifi- 


cation in newspapers showed an. 


increase of 33.6% between 1951 
and 1952 from $1,846,600 to $2,467,- 
000. Newspaper linage records for 
the first quarter. of this year, the 
bureau reports, show the sporting 
goods classification up 56.8% over 
the first three months of 1952. 


Two Appoint Gramercy 


Self Winding Clock Co., Brook- 
lyn manufacturer of commercial 
clocks and clock systems, and its 
‘subsidiary, Shredmaster  Corp., 
manufacturer of paper shredding 
machines, have appointed Gram- 
ercy Advertising Co., New York, to 
handle all advertising and sales 
promotion. 


‘Hudson Register’ Buys ‘Star’ 


| The Register, Hudson, N. Y., an 
‘afternoon newspaper, has _pur- 
|chased the Hudson Daily Star, a 
'morning newspaper. The consoli- 
dated Register-Star will be pub- 


lished in the afternoon. 


Siegler Uses 385 Newspapers 


Siegler Enamel Range Co., Cen- 
tralia, Ill., has begun its largest 
advertising drive, using 2,500 to 
5,000 lines in 385 newspapers. The 
company is also furnishing dealers 
with mats and a cooperative allow- 
ance up to 20% of purchases. 
Krupnick & Associates, St. Louis, 
is the agency. 


WBUF.-TV Inc. Appoints Swift 


G. Paschall Swift, formerly an 
account executive of WGR, Buf- 


falo, has been appointed commer-_ 


cial manager of WBUF-TV Inc., 
Buffalo. The company is erecting 
a u.h.f. television station. 


! 
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5864 Hollywood Bivd., Hollywood, Calif 


as your 
ad dollar 
is spent... 


so your 
sales message 
dominates 


~ 


> 


sw, 


=, 


~ 


ominance 


WLW is actually a regional radio network in itself . . . with 

1/10 of America under its paw! And capturing an average daily 
audience of more than 1,028,000 homes with a total annual 

buying power of more than $16,222,800,000! 

In one dynamic operation, WLW reaches more people more often 

and more effectively than any other station or combination 

of stations in this vast midwestern region at lower cost per 

thousand than any other media or combination! 

WLW should be a dominant factor in your advertising program! 


the nation’s station Pome 
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IN A MAJOR MARKET 


PEORIA, ILLINOIS | 


Only 
this rich 13 county 
Peoriarea market. 


“Here are the facts” 


1. LARGEST Circula- 
tion in Dlinois.* 

2. LARGEST Metropoll- 
tan Market in Iilinois* 
. + « Pop. 250,512. 

3. “BEST Test Market 
in Midwest’’ says every 
8.M. Test Survey. . ai 
4. WHOLESALE SALES | 
2% TIMES LARGER EARL H. MALONEY | 


(Continued from Page 2) 
‘business world by calling for a 
change. 

His speeches and dissents some- 
times exaggerated the commis- 
sion’s errors. But he proved to be 
a wonderfully constructive force, 
fighting for the introduction of 
quick-settlement procedures, and 
putting a spotlight on legal hair- 
aie } LARGE! L | Splitting which chased the com- 
ae ee |mission on pointless crusades 


5. “We help you do the job.” against remote and unimportant 
*Bxcept Chicago 


WRITE FOR YOUR NEW PEORIAREA Fact Foner CCONOMic issues. 
Nationally Represented by | The Mason point of view gained 


ground within the commission. 
Trade practice conferences were 
used more frequently to dispose of 
petty deceptions through volun- 


per to cover 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


JOURNAL STAR Howrey Agrees with 
Mason on Conferences 


| 
| 
| 
| 


FIC Head Reopens 
(id Quarrel Over 
Special Discounts 


tary industrywide agreement. New. 
procedures for non-litigated set- 
tlement of cases were encouraged. | 


s Early this year, however, when 


the time came for the Republicans | 


to designate a new chairman for. 


os —Can 
the Federal Trade Commission, | WASHINGTOn me item 
his past services proved to be. da Panay ao favors 
Lowell Mason’s undoing. As the pee 


commission's “stormy petrel,” he 
was too controversial. The oppor- to be the most interesting period of 
tunity of leadiny FTC into a new its history. Casting itself as “the 
program was given tc Edward F. friendly policeman,” rather than 
Howrey, a Washington attorney |the “irate prosecutor,” the com- 
who was familiar with the com-|mission’s new majority is thinking 
mission and its problems. |in terms of policies and procedures 

Under Mr. Howrey the commis- strongly resembling the original 
sion is entering what may prove Wilsonian concept. 
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est 
Hollywoo' i 
NBC Spot Sales 


This 300 pound one man 

sales force covers Southern 
California with the speed of light. 
Stars helping him are song stylist 
Ginny Jackson, western warbler Carrot-top 
Anderson, and music master Eddie Baxter. 
Jack McElroy sells to 53,000 TV homes each 
day... and how he sells! Says TAPPAN STOVE 


COMPANY: “Direct sales results were so definitely 


felt that we extended our campaign from 
13 weeks to 39.”” SUNKIST extended a 


2 week introductory campaign for their bottled 


lemon juice to 13 weeks. Both of these extensions 


were across the board! Other sponsors 
have shown similar enthusiasm over sales! 
Jack McElroy has the formula 

to convert theory into solid 


sales results for you, too! 


NBC HOLLYWOOD 


KNBH 
Channel 4 
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| In a recent speech, Chairman 
Howrey raised this question: If 
| Congress expected nothing more 
\than a series of legal opinions, 
why did it create an independent 
agency to enforce the FTC and 
‘Clayton acts? 


s He recalled that Congress visu- 
alized the commission as a “body 
of experts” competent to deal with 
complex competitive practices, 
and to eliminate deceptive business 
practices in their incipient phase. 

“Critics,” he observed, “have 
maintained that the commission 
became a prosecuting agency em- 
ploying laborious procedures and 
rigid per se interpretations without 
regard to the relationship of law, 
business economics and_ public 
policy.” 

While he also recognized a place 


expertise which the commission is 
supposed to exercise plows barren 
ground if it is bound by absolute 
or per se rules. 

“It cannot acquire a_ special 
knowledge of competitive condi- 
tions and effects unless it examines 
all relevant economic factors; un- 
less it tests public interest and 
competitive injury by such com- 
parative facts as business rivalry, 
economic usefulness, degree of 
competition, degree of market con- 
trol, degree of vertical integration, 
customer freedom of choice of 
goods and services, opportunities 
for small competitors to engage in 
business, costs, prices and profits.” 


e Summing up the argument for 
greater flexibility in judging the 
legality of a particular practice, he 
said: “Where a statute is complete 
in policy aspects (such as a rev- 
enue act) and ready to be exe- 
cuted as law, Congress yields en- 
forcement to a wholly executive 
agency. Where the law is not clear 


of policy elements its enforcement 
is placed in the hands of an inde- 
pendent administrative tribunal. 
If the tribunal to which such dis- 
cretion is delegated does nothing 
but promulgate per se doctrines 
the rationale for placing it beyond 
executive control disappears.” 


# So far, Mr. Howrey has men- 
tioned two specific steps toward 
a more flexible and cooperative 
Pre: 

1. A “revitalized” bureau of in- 
dustrial economics, so that econ- 
omists may participate in the ini- 
tiation and development of cases. 
Economic criteria, he said, indi- 
cate whether a_ particular case 
should be investigated, the relative 
importance of the case, the amount 
of business affected, the serious- 
ness of the economic impact of the 
alleged violation, the likelihood 
that what can be done about it will 
be effective. During the develop- 
ment of the case, the economist 
can consider the type of remedy 
that is desired, and the conse- 
quences of the remedy. And in the 


Business Is Better Than Ever .. . in 


ROCKY MOUNT 


NORTH CAROLINA 


Per capita food sales—$315.09, more than 
double the State average. 
Per capita Drug sales—$46.14, more than 
double the State average. 
One of the nine largest cities in the State. 
Sell in this rich market through advertising 
in one medium offering complete coverage. 
THE TELEGRAM 
Evening and Sunday 
Write for new market data folder now available. 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 
in all principol.advertising centers 
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end the economist can help formu-_ 
late the findings and determine 
the scope of the order. 

2. A bureau of consultation with- 
in the commission “to act in a co- 
operative and consultative capa- 
city to business, particularly small | 


business; to give informal advice action or inaction in a particular) 


on all kinds of matters involving 
the laws administered by the com-| 
mission, and to seek voluntary | 
compliance with such laws by) 
means of conferences, informal | 
hearings and other types of in- 
formal procedures.” 


® New short-cuts toward the 
settlement of controversies are in 
the program. In his first opinion 
after taking office, Chairman 
Howrey wiped out the legalism 


jy o—In 2 sharp 
viey, the Fed- 


maintained by the commission for 
many years which barred the way 
to voluntary settlement of cases 
involving violations of the Robin- 
son-Patman Act. 

A conference division is to be 
established in the bureau of con- 
sultation to stimulate voluntary 
compliance. 

“It is the object of the com- 
mission to stop unfair and decep- 
tive practices,” Mr. Howrey says. 
“If the practice can be stopped, 
and surely stopped, by informal 
procedures, the commission’s 
object is attained. Under such cir- 
cumstances no order is necessary, 
nor should one be entered. 

“If, however, the action of the 
wrongdoer does not insure cessa- 
tion of the practice in the future, 
an order to cease and desist is ap- 
propriate. Such orders are entered 
not as punishment for past offen- 
ses, but for the purpose of regu- 
lating present and future prac- 
tices.” 


a What will we be writing about 
Mr. Howrey’s program a year from 
now? Two years from now? Five 
years from now? 

The FTC he visualizes is an 
agency with vast responsibilities. 
Staff members and commissioners 
who negotiate informal settlement 
of business disputes must be men 
with great insight and determin- 
ation. 

As it stands today, with cases 
languishing for from three to ten 
years, the commission betrays 
those it is supposed to protect. But 
the delays are not always FTC’s. 

Under existing law there is 
nothing for a business man to gain 
from voluntary settlement, if he is 
willing to incur publicity and legal 
expense. On matters of principle— 
and in some instances out of pure 
opportunism—a case is litigated 
for years. In the end, the sole 
penalty is a cease and desist order 
—nothing more than an injunction 
requiring the offender to stop the 
disputed practice. 


a Will it be possible to induce 
business men to compromise mat- 
ters of principle? Will it be pos- 
sible to induce opportunists to re- 
linquish the opportunity to liti- 
gate? Will it be possible for gov- 
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Let us 


PROVE IT 


Your test odvertins will Baa] its effec- 

tiveness in the O MARKET in North 

Carolina served by ONE NEWSPAPER. 
Generous Merchandising Service 


And Nationaliv Represented hy 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 
in all principal advertising centers 


ernment officials—working in in- 
formal procedures relieved of the 
searching finger of publicity—to 
stand staunchly for settlements 
fair to all the business world, and 
fair to all the public? 


It is well also to recall that FTC 


situation can create or destroy the 
epportunity for private litigation 
under the anti-trust laws. Will it 
be possible for FTC to negotiate 
settlements without endangering 
the rights of private litigants? 


These are the hurdles which face | 


Chairman Howrey and his as-, Wein Promoted to A.M. 
sociates. These are problems that | 


must be overcome if Mr. Howrey 
is to serve business and the public 


by creating a better and more ef- store chain operating in Brooklyn, 


| fective FTC. 


_Rejoins Booker-Cooper Inc. 

| A. R. Booker, formerly executive 
'v.p. of Electrofilm Corp., Los An- 
geles, has rejoined Booker-Coopef 
Inc., Los Angeles marketing con- 
sultant. Before affiliating with 
_Electrofilm, Mr. Booker was pres- 
ident of Booker-Cooper. 


TORONTO, CANADA 


Capital City of Ontaric — Canada's Richest 

Province — Having One-Third of Canada's 

Total Population and 42% of Retail Sales— 
Blanketed by the 


TORONTO DAILY STAR 


— 400,000 circulation (largest in 
Canada) 
— 80% coverage of Toronto 
— 50% coverage of 45 prosperous 
Ontario centers 
SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Netionally Represented by 


| Edward R. Wein, assistant ad- 
vertising manager of Times Square 
Stores Corp., Brooklyn department 


Queens, Staten Island and Long 
‘Island, has been promoted to ad- 
_vertising manager. 


‘Norman Joins Gene K. Walker 


Winston Norman, formerly as- 
sociated with Guild, Bascom and 
Bonfigli, San Francisco, has joined 
Gene K. Walker Co., San Fran- 
‘cisco, to work on all accounts in 
‘public relations and advertising. 


WARD-GRIFFITH CO, 


The Ward-Griffith Co. maintains offices 
in oll principal advertising centers 


Miracles in metals set the pace for better living 


/\ 


€-F Papers 


Striking new developments and constantly improved 
techniques in the metals industries of America have 
made living today safer, easier and more comfortable 
for all. And in metals, as in so many other progressive 
industries, sales messages find their finest, most effec- 
tive expression on Oxford quality papers. Oxford 
grades are fit foundation for pages that sell. 


—Hlp Build Goths 


OXFORD PAPER COMPANY, 230 Park Ave., New York 17,N.Y. * OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, Ill. 


Mills at Rumford, Maine, 


and West Carrollton, Ohio 


Ne Dr piers Rese i Sig thes aes se <r comets ates ont feria Beet Foot Pat aig Ne Gi aS Zo ars Ne ae a SLR 6 ed aa PGR Mane ge 2 ogg oo Fak ed Fanaa Baal enti one aie wa fa OA Ne SUMP Ra I oh aya Yai cet ge ig Ok, Oe ee Br 
aes ie Jar Sm ok. Waa Oe Fo og fom Viaetec tA 5 he ees ae Sakae Goce: é Cay “at aS TRE en geet 2° = inact : $y" NO eae See ae reg Oo aed « “A eis Ue OS Tere tags 2 ES Aaa aoe es th ca eat: SARTRE Sra ee yt OR 
et UNE 5 alae ae 2 ES aie a we eels Sram Se. ee ee aes es toad y eh aaa ane ( ye SGP PR Oe Ns emia ae | eT, Waa. Daa aa a oe 3) PURSae of ea ere a aor egos ad Po aa 9 Mia aia) 
Sociale Me aA eee Same ai ee le ee coe Me ee Maa ce Come at na ea gy 
Cin SMe as hk ON > Cnet ke eae) Snare 55 RN ae BS yea ae ne ee ye ; Die appes ee tae a LP pees Besa ae : fe St Aree gah Sere ees ee 2 ee OE eee eee 
i ateSieps ea ey Es ig Ree 9. ap Fa aa ES a eee 2 ie eens BE Sa i, Be he tra iar gees ee Bas | ae SO OMe, Peter ae eerie ance 5.0 ea PRN agra ALS Si epee eh rt ly aa BE Seeger 5 
ee HS Ree ea ae i > ae Sea eae = eth eina! a eae oe hea ft a ‘ed aS oon 5 2 ee. oe. = SOE Rt 2 * ten w 4 2 5 vt, <4 es i > 5 i ‘ ‘ : ; wee La x. Z . a eee 
ee ee ee : : ; iy es _ . : ’ ad 
ee | Pe 
| — esi 
} 
| 
ee 
y ; 
i] 
| 
i } . 
; 
| ee 
| 
Ba | 
' 
: ee 
© | 
oF eee 
eee 
i w ° 7 
y FTC Changes POUCY --- Wildroot ae 
eement by ae 
Voluntary Agt atten Case eh 
| in Price Discrimination bee 
' uffices in Price hee 
4 Bip it 
-_— a 
a ce 
- yet 
f el > ‘ ry . 
A a 4 = - 
f | ‘s = 2 & -) 
t y a Wie) = 9 4 S 
i) . {\ ] dz a4 \2) NN a 2e 
i) L y/ \ pai ey a Pe 
| i . Wy 75, 3 bahee ae 
a y v pa 
i; i ka a =~ 
# a* £ \ y ~/ 7 
7 |) | PN Ay Nas Vv 
* f ae x . ean (4 
] ‘ \ ' . i bad) aa 
| a 4 y “ paete “es 
| ae MW lh | 
| \ 
| | 7A, 4 WA " “\\ ¥ 
| * , Sr at oe 
aw \ \ _ ean 
{ é “4 = B - —— 2 a Sree 
| —— —_— ; » \ 
W ——— — y ee 
oe | \ . ae ae . 
i | " So a sae ag 
ir ow Zs Ba es a oa 
as ; oC — fa Fel 
7 4 eid ; ¥ =, bn ‘oe a . i Bie. pie ros 
1 ieee Ai 4 eae Pein 
ae, Prolat cphas prvie react * —_-  00UllU aes 
| ‘ , aa Ss a ee eee ae eS i Pipher Ss opus any, 
. eesiemaeni es | |i Sepia nese, alee be oo ay NN ac aren i 
SONA yee? omnes a, i + PS: a > ree 
fo ie ae agi lagees hes. 
a ge : oe eee em) ca eae. eee ee ane. 
t tire ag gt See Pe pete a ee ees 2 a oy Ch See ee ah 
| ’ mrs ata IPT eee eee ¥ ie ate de ae ee 
| : 2 me es: a Seis sl forte ee Peet 
j SS eee sai 
* -* ET rae la het SP we ig a oS hae wa apt 
i . e p RE cope a la be, Nees, 
’ " ‘ ) 7 Re a eel Perak Ra en a rye Peet x i \ . Roe hie 
q . ei : elas 
; y ; oe BS ore eaten sh thes eS H rk 
3 ee 8c ‘ a ate apo 
. , " : ~ Ee eee ees ea } mit i 
| \s ee ae ‘ 
4 : BY ; y ay 
1 ne rs RE its Sores Whe foam ee 
nh —_ 0 ae 
9 alte (= ¢ a < be a ae i me i; 
4 ' “ “hl a 4 , ae ie, P aba 
F at _—_ ee Me oe tae ree 
¢ . vr: GRASS... Sale ea pee 
ug q 4 r MM rik oS SS he ener 
Y if Be 4 yee so keene Pe eee. 
{ | ; a othe bs a % e "4 ; ees a2 ys ata he 
| i “Hifi 2 See 
e % <a bist % i, ae ee 7 Sere: 
| rr Bits 
} | ome be . 4 ¥ ae Be ec Bea he 
| * Pr i ° SS me eshte 
Iv the } : : ‘ag - ‘ 4 ee ; : ma 
p " 4 ‘. ; ae = 
tess» ag es : } z) 
| . Pt) ae i 
} % i hid haa 
| * % 4 1 o 
yy | % ss | 2 i 
| % ,! -_. as 
ta! i . 
’ 
} ' 
; } bs . : 
7 » ¥ 
a4 "ae 
i ee: 
} ea 
j | Sis 
Ee 
' es 
{ 2h te 
| | 
; 
ee 
| Po 
k fi 
| rae 
Y | ee Bi 
er ie ee ee a IS i 2 
| | | 
i f 
; Be: 
, ay ne ; - . . 4 
Phe ag & « i 2 sear eur A ee Le — sobag Cs a : ee is CAP Spa Tadhal ‘. Aap ere - as (eee Ns 6 Keit,, . he Cie % = ye jo ie a yr ee A rho mnete : ie Sm % = ‘ * coe . é : ; rr S. ie ay ea 


Bio Bien heen nk : ale aes 


be 


urnal-Ame 


HE NEW YORK MARKET > 


This is New York! A hundred different markets in one ...a huge Today every consumer produc: 

complex pattern of sales areas, all affected by a continuous operation as possible. Inthe Je 

; shift in where and how people live. can be backed by a heavy barr 

One basic requisite for the success of any sales operation A fully equipped and trair 

in New York is thorough knowledge of the market. Section by section, displays and secure the most valuable sh 

block by block, the Journal-American’s giant Sales Control Manual provides interest non-stocking retailers; report on br 
you with the necessary localized working data that lead to volume sales. and other helpful information. 

Part one ... desk top Sales Control . . . is by far the most valuable Part two... the extra sales pressure o 


guide to sales planning and efficient coverage of the New York area. backs your consumer pre-selling with aggr 
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-PURCHASE 
ANDISING 


mer product must get as much dealer co- 
le. ‘In the Journal-American, your campaign 
|} heavy barrage of P-O-P merchandising. 

ed and trained staff of field men will build 
valuable shelf positions for your product; 
report on brand popularity, dealer attitudes 


s pressure of effective P-O-P merchandising 
g with aggressive dealer pre-selling. 


‘LARGEST HOME- _ 
OING CIRCULATION 


The trends to self-service and automatic shopping demand that 

you pre-sell more customers through consistent advertising. 
In New York, truly a market of millions, the Journal- 
American reaches far more families than the two other home- 
going papers ... 123,000 more than the second; 265,000 more than the third. 
Why not take advantage of the most powerful program for sales 
ever offered in America’s richest market? The combination of a well- 
coordinated campaign in the Journal-American and a sound merchandising 
effort gives you New York’s only complete, most successful sales package. 
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Advertising Age, August 10, 1953 


Says ‘Playing Hard to Get’ 
Is Old as the Hills 

To the Editor: That gimmick of 
Schweppes—“please don’t hoard, 
Schweppes” (AA, July 27) is one) 
of the oldest since the beginning | 
of man. Or should ksay “civiliza- 
tion?” 

The two-year-old child gets dif- 
ficult about his cereal. Mother 
says: “I don’t want you to have 
any cereal and cream this morn- 


DAYTONA BEACH 
FLORIDA 


Year ‘Round Resort Covered By 


Florida's 
DAYTONA BEACH NEWS-JOURNAL 


1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. tts Sum- 
mer seasons now rival its Winters in 
too BE 

2. Over $98,723,000 effective buying in- 
come. 


3. Over $83,353,000 retail sales. 

4. A quality market index of 127. 

5. 1952 total advertising 13,711,789 lines. 

SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 

Represented by V. J. Obenauer Jr. in Jacksonville 
Neticnally Repe foe 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


ing. You have been a bad boy.” beer has left Milwaukee for 177 


The little one yowls and the moth- days. Who cares, except the Mil- 
‘er finally “consents” to let him. |waukee brewers. 


have cereal (or gin and tonic). 


j 
| 


After being out of business for 


During World War II a grocer 77 days you would think dollars 


carload of dried beans. They 
wouldn’t move. He sold out com- 
pletely after he placed a sign on 
the bin: “Only two quarts to a 
customer.” 

But the oldest is the cleverness 
of women being “hard to get” 
when they want to make sure of 
a marriage proposal. The inference 
of shortage and the incidence of 
“reluctance” 
very sales impelling. 

JoeL C. Harris, 

Atlanta Manager, Kelly-Smith 

Co., Atlanta. 


Brewer's ‘Childish Tactics’ 
Irk This Adman 


To the Editor: After reading the] 


Blatz advertisement in this morn- 
ing’s Chicago Tribune entitled, 
“How Come There’s So Much So- 
Called ‘Milwaukee’ Beer Here 


When the Beer Strike Was Set-|; 


tled in Milwaukee Just Today?,” I 
said to myself, “So what, how silly 
can you get.” 

Imagine taking a full page and 
spending about four thousand 
bucks to tell folks not a drop of 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


372,946 DAILY °* 


301,686 SUNDAY 


‘here in Atlanta got stuck with a. 


have always been| 


| 


| 


could be better spent telling peo- 
ple it won’t be long before they 
can get Blatz again. You would 


Fe gemma var pn ge 


think Blatz would be interested in 
winning back a market rather 
than taking full-page swipes at 
competition. I doubt that much 
bigger Miller, Schlitz and Pabst 
will be more than slightly piqued 
at this masterful piece of Blatz 
copy. They’re probably too busy 
getting back their customers to no- 
tice such childish tactics. 

Again I say, it takes a lot of 
money but not much in the way of 
brains to write ads like this Blatz 
example. 

Wo. S. STINSON, 

Advertising Manager, Cherry- 

Burrell Corp., Chicago. 


Literal Mind at Work 

To the Editor: You might add 
this to your “how agencies get cli- 
ents” file. 

Just before appointing us as his 
agency; E. B. Thomas, of the 
Farm Service Corp. of Boonville, 
Mo., distributor of anhydrous am- 
monia (nitrogen fertilizer), told 
the match book salesman that, on 
the front cover of the 10,000 boxes 


—— 


Want Nice Stalk 
of 
Green Growing 
Corn 
CLOSE COVER BEFORE STRIKING 


|0f book matches he was ordering, 


“I want a nice stalk of green 
growing corn.” 
Literally, that’s what he got (see 
enclosure). 
Epwin S. DENHAM, 


Copy Director, Rogers & 
Smith, Kansas City, Mo. 
* s + 
PR—Continued 
To the Editor: It is always 


gratifying to know that what one 
has said concerning a controversial 
subject has at least excited a reac- 
tion. I refer, of course, to Mr. 
Stern’s comment (AA, July 27) 
on my assessment of public rela- 
tions (AA, July 13) and my sug- 
gestion that “opinion engineering” 
would better define its current 
operation. 

Mr. Stern says he would doubt 
that “most public relations are a 
sleazy attempt at special plead- 
ing,” then goes on to admit that 


-|public relations. 


actually, the activity is special | 
-pagpeerr a ; Raises Publisher's Ire 
his criticism to the contention that | 
the effort extended in attaining 


pleading, which, of course, reduces 


/certain preconceived ends is not 
just a sleazy attempt. In this I 
must agree, for the attempt in 
many cases is, as I described, con- 
centrated, unscrupulous, and sol- 
idly purposeful, with no thought 
in mind except accomplishing a 
selfish purpose by whatever means 
necessary. 

He then goes on to say that to 
term public relations work “opin- 
ion engineering” might be a good 
suggestion but for the fact that 
the term covers too much ground. 
As now interpreted, the term pub- 
lic relations can include almost 
every activity and _ technique 
known to man or beast. It seems 
undeniable, therefore, under pres- 
ent conceptual patterns, that “opin- 
ion engineering” is a slightly more 
definitive term. 

Obviously, it is true that a bet- 
ter general understanding of how 
a legitimate p.r. program oper- 
ates is desirable, but Mr. Stern’s 
statement that his organization’s 
purpose is “to sell goods faster, 
better, and at less cost” is a tactic 
admission that his organization is 
functioning only segmentally, with 
little thought being given to the 
more basic and long term values 
accruing from the exercise of true 
To “tell and 
sell” is, of course, important; but 
it would appear that the bas- 
ic motives underlying this slogan 
originate rather nearer the sur- 
face than the depths. 

WELLES IRWIN PRICE, 

Public Relations Consultant, 

Genoa, Il. 

« . 


Finds a Resemblance 

To the Editor: The attached car- 
toon which appeared in the July 
20 issue of ADVERTISING AGE [re- 
printed from Advertising Require- 
ments] struck me not only as a 


Advertising Requirements 
The ort on this will cost you PLENTY. . ond that's only on estimate!’ 


very funny cartoon but as a start- 
ling resemblance to my boss, Lou 
Lispi, who is art director of the 
Walt Disney merchandising divi- 
sion art department. Both the fea- 


caption fit so perfectly that I could 

not resist the temptation to send 

you the enclosed photograph— | 

with his permission, of course. 

SANDRA GLIFORT, 

Secretary to Lou Lispi, Walt 
Disney Productions, Character 
Merchandising Division, New 
York. 


Double Billing Practice 


To the Editor: I am sure you are 
fully cognizant of all of the condi- 
tions I am going to mention in this 
letter. You are in a strategic posi- 
tion to put a stop to it. It is: 

DOUBLE BILLING IN ADVER- 
TISING. 

Double billing is handled in 
many ways, but the most common 
practice is to furnish the adver- 
tiser two bills; one for the full na- 
tional rate marked “PAID,” which 
is sent to the manufacturer for re- 
imbursement for 50% of the total 
represented on the bill, and the 
other bill is for the amount the ad- 
vertiser actually pays. 

We had this out with a com- 
petitor about a year ago and in 
the presence of witnesses branded 
it as unethical, dishonest and poor 
business practice. He stated that it 
was a matter of opinion, and that 
the field manager of another state 
press association had advocated it 
in a speech before our state press 


In cash orders 


for a 
10c booklet.. 


“KEX 


outpulled every 
other station 
used on the 
Pacific Coast” 


a to the agency, 
cash orders returned by KEX’s 
“Kay West’ Program ex- 
ceeded those returned by any 
station in the seven other 
cities used on the Coast: Los 
Angeles, Long Beach, Oak- 
land, Sacramento, San Diego, 


Seattle, San Francisco. 


This is typical of KEX results 
in the great Pacific Northwest 
market! For spot action like 
this, get in touch with KEX or 


Free & Peters. 


tures of the character and the| 


KEX 


PORTLAND, ORE. 


50,000 WATTS 
ABC AFFILIATE 


WESTINGHOUSE 
DIO STATIONS Inc 
-WBZA+ KYW» KDKA 
WOWO + KEX + WBZ-TV « WPTZ 


National Representatives, Free & Peters, 
except for WBZ-TV and WPTZ; for the 


television stations, NBC Spot ‘Sales 
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Advertising Age, August 10, 1953 


association. I was not present) 
when such a statement was made, | 
nor have I talked to any other 
publisher who was there. 

A year or so ago an account that 
we hadn’t been able to sell because | 
of this double-billing arrangement) 
suddenly appeared in our paper. I 
found that our adman had entered 
into a double-billing agreement 
with the owner. I immediately put 
a stop to it. A few weeks ago he 
reappeared in the paper and this 
time asked our adman to double- 
bill it; our adman refused, and the 
following week the advertiser 
wouldn’t talk to him at all. 

Now, I learn from the new 
owner of the local radio station 
that this is common practice all 
over a neighboring state. I have 
been conscious of it in many other 
localities but nobody bragged 
about doing it. 

What do you think? Are the ad- 
vertisers using this short-sighted 
practice to get into the local papers 
at cut rates, or are there some who 
are ignorant of it? 

I mentioned it to a lawyer friend 
of mine some time ago and he said 
if it could be proved, that jail sen- 
tences and fines would be in order. 

Now, am I a plain damned fool 
for sticking to my guns when so 
many are practicing it? I don’t 
think so, but I would like to have 
your candid opinion on it. 

Anybody who sought to expose 
it could easily do so. However, I 
have made my thoughts so well 
known that I fear my competition 
has become more crafty about it 
despite the fact that he admits 
doing it and his advertising man- 
ager says it’s a bad idea but the 
advertisers insist. But my answer 
is: Who taught the merchant to 
ask for it? Who showed him the 
way? Nobody but the publishers. 

NEWSPAPER PUBLISHER. 


It's Confusing 

To the Editor: On perusing this 
morning’s Chicago Tribune, we 
came across this ad. We’re won- 


dering just what is sold “whole or 
by the piece!” 

Rosert B. WESLEY, 

Robert B. Wesley & Associates, 
Chicago. 
» © * 
Ultimate in Specials 
To the Editor: From Dallas food | 
broker Bob Brown, W. E. Reh- 
mann, general sales manager, iva-| 
lon vinyl sponges, Chicago, re-| 
ceived an envelope stuffer, photo-| 
stat attached, for reproduction. 
purposes. | 
“Bill” Rehmann submits this as 
the ultimate in specials and says 


ELIZABETH 


One of the nation’s top 60 industrial areas 
which is dominated by the 


ELIZABETH DAILY JOURNAL 


There are approximately 900 di- 
versified industries in the Elizabeth 
Journal trade area who employ over 
69,000 workers. Over 277 new in- 
dustries have located in Elizabeth 
during the past 5 years. 


Represented Nationally by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


NOTICE: Creek Bank Special 


Fish Hook, Line, Cane Pole, Fleet Sinker is Fae 
AND... 
etwars, Te 
Arnold's Store ? tiie: west +f tte o tigheay 71 


he personally leans toward the 
plug tobacco, because with snuff | 
the fish is apt to sneeze out the} 
hook when you spit on the bait. 
Let’s go fishing! 
ARTHUR R. MaAcDOoNALp, 
Arthur R. MacDonald Inc., 
Chicago. | 


45 
THIS IS HARRY GRIFFITH—( Another W-G Salesman) 


Harry C. Griffith entered the representative business in_1907. He started his own 
aneney in 1912, later marens with Gen. Bryant to form Bryant, Griffith & Brunson, 
Inc. In 1941 they merged with the Chas. H. Eddy Co. to form our —— of which 
Harry is Secretary & Treasurer. Harry's long experience has made him a host of 
friends and an able advertising counselor. He was President of the N.Y. Chapter of 
the A.A.N.R. and he served on the Committee in charge of the Bureau of Advertising. 
Harry like any of our salesmen, will help solve your advertising problems. 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


r mimtet TUMGINS. 20.000 ccscresececsscce Plaza 5-7028 .......... ; ...... NEW YORK 
Writes” Building ...... 4 cavavne een cewn@abseuse Superior 7-2485 .. ; Tor CHICAGO 
General Motors Building. .......... 6.66.5 .cuee Trinity 3-6365 ... oneeteeene DETROIT 
Statler Office Bullding......... 0.6.66 cece ceeeeee Liberty 2-5669 .... Weert UU 
BB MEATIOER GATORS... cccccsecsseccscccsnsccsese . ££. Peers ATLANTA 
115 Buliders Bullding. .........cccsseccscvcevces "Reaper or .++e+.,. CHARLOTTE 
Weues TRMEIGIMD ow ccc ccsccscvecsccescccccccesese Yukon 2-2-6028 ....... ...8AN FRANCISCO 
Lincoln Liberty Building... ...........0seeeeees GHD CORNED 6s osccecceswacuees PHILADELPHIA 
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Want to hurdle 
high operating costs? 


This suggestion may be just that little extra lift you need. 

Check through your company’s sales literature, advertising 
folders, and other printed materials. See how many of them 
are printed on enamel paper. Then find out what brand your 
printer is using. It’s well worth the trouble, because today 
enamel papers of identical quality are no longer all the 
same price. Consolidated Enamel Papers of highest quality 
actually average 15 to 25% lower in cost. 

There’s just one good reason why. Logical, too. 
Consolidated pioneered the modern method of making and 
coating enamel paper in a single, high-speed operation. 

In this way, many costly manufacturing steps are 

eliminated. You simply pick up the savings. 


free jump! To clinch our case, let us send you a generous 

supply of Consolidated Enamels. Just have your printer use it on your next 
job under identical conditions with your present brand. You judge the results 
according to your own standards of printing excellence. Fair enough? 

Then get a note off on your letterhead today. 


4 


ENAMEL PRINTING PAPERS 


PRODUCTION GLOSS * MODERN GLOSS « FLASH GLOSS * PRODUCTOLITH * CONSOLITH 
Consolidated Water Power & Paper Co. * Sales Offices: 135 S. La Salle St., Chicago 3, Illinois 
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Starch Mails Out First Study on 
Characteristics of Magazine Readers 


(Continued from Page 1) 
was sold. 

3. Penetration of so-called ur- 
ban publications into small towns 
and farms. 

4. Saturation of the market for 
various consumer durable goods 
compared with purchases made 
during past 12 months and stated 
buying intent for the next 12 
months. 


s 5. Subscribers have the oppor-| 


tunity of requesting cross-tabula- 
tions designed to throw light on 
specific media selection problems. 
“For instance,” Mr. Stone said, “a 


IN HAVERHILL MASS. 
IT’S THE GAZETTE 


George McLaughlin, 
Advertising Manager 
of the GAZETTE 
gives you these facts: 
Retail Sales— 
$52,294,000 a new 
high. 

Food Sales 
$17,645,000 a new 
high. 

3-—World Shoe 


te 


George McLaughlin, 


cross-tabulation can be made 
showing the income status of 
households having refrigerators 
more than ten years old; further, 
this can be related to intention to 
buy.” 

6. Many tabulations, aside from 
media selection considerations, can 
be made on almost any relation-. 
ship between use or purchase of 
major consumer durables and 
household characteristics. 

7. Television ownership is re- 
ported, permitting many special 
tabulations bearing on both media 
and marketing problems. 


s It has been necessary, Mr. Stone 


TRAVEL EXPERTS—Judges of the 1953 Canadian Tourist Assn. folder contest met 
recently in Montreal to select winners to be announced in October. Shown here are 
(from left) T. C. Rogers, associate editor, Canadian Printer & Publisher; A. B. Smith, 
advertising manager, Canadian National Railways; Stan Engel, ort director, Fed- 
erated Press, and Stanley Ferguson, general manager, Mont Gabriel Club. 


| said, to separate this program from 
the Starch Advertisement Read-| 
‘ership Service. This new Consum- | 
'er Magazine Report employs a. 
\separate sample with separate in- 
'terviews. The field work, tabula- 
tion and reports are now com- 
pletely independent of the Starch. 
Advertisement Readership Pro- 
gram. | 

Initial subscriptions for adver- 
tisers or agencies will be $300; for | 
monthly magazines, $4,500; for. 


education; marital status; princi- 
|pal interests of men and women 
/readers; farm interest among farm 
|magazine households; size of 
| farms; farm ownership, facilities 
/and equipment. 


on household possessions and per- 
sonal habits. In this section are 
data on use of alcoholic beverages, 
'and tobacco; ownership of auto- 
|/mobiles, dish washers, food, food 


s Section 2 includes information | 


weekly magazines, $6,500. 
The report has two sections. Sec- 
tion 1 includes information on the | 


: Advertising Manager 
making center. 


-~Western Electric Co. Mfg. Center. 


A trading zone population of 
110,488 reached by the 


HAVERHILL GAZETTE. 
NEED WE SAY MORE? 


Nationally Represented by 


WARD-GRIFFITH CO. 


= 


copies of circulation; ages of read- 
ers; number of primary readers 
per 100 copies by ages; composition 
of households by sex and age; 
race of households; occupation of 


number of primary readers per 100 | | Players 


mixers, homes, home freezers, life 


“insurance, pets, ranges, record 
refrigerators, television 
sets, toasters, vacuum cleaners, 


washing machines, and water heat- 
ers. 

The current report covers 11,300 
households. The report to be re- 
leased in October will cover 23,500 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


heads of households, of men read- 
ers and of women readers; income; 


for the current report entailed 4,- 


W A\MERICAN 
| No.1 w 


ad jphognam. ... - 


600 calls in 116 counties by inter- 
‘viewers trained to handle this 
particular study. 

Magazines, Mr. Stone said, will 
not be allowed to use data in the 
reports for competitive promotion. 


DECALS 
OW 


a Dr. Daniel Starch, commenting 
on the study, pointed out that “the 
outstanding finding of the study 
is the great penetration and flexi- 
bility of magazines in all kinds 


1] Identifies your dealer tells customer 


households. The sample dispersion | 


of product markets. The report 


‘indicates that almost any market 


objective in terms of kinds of 
households and kinds of people can 
be effectively reached by the 
proper combination of magazines.” 

The 41 magazines included in 
the August report are: 

Monthly and home service: 
American Home, American Maga- 
zine, Better Homes & Gardens, 
Coronet, Cosmopolitan, National 
Geographic Magazine, Pathfinder. 

Negro: Ebony. 

Farm: Capper’s Farmer, Coun- 
try Gentleman, Ferm Journal, Pro- 
gressive Farmer, Successful Farm- 
ing. 

Men’s: American Legion, Ar- 
gosy, True. 

Women’s: Better Living, Family 
Circle, Good Housekeeping, House- 
hold, Ladies’ Home Journal, Mc- 
Call’s, Motion Picture, Parents’ 
Magazine, Todau’s Woman, True 
Confessions, Woman’s Day, Wom- 
an’s Home Companion. 

Weekly: The American Weekly, 
Collier’s, Life, Metropolitan Sun- 
day Comics Group, Metropolitan | 
Sunday Magazine Group, Parade, | 
Pictorial Review, Puck—The Com- | 
ic Weekly, The Saturday Evening | 
Post. This Week Magazine, Time, 
Look (bi-weekly). 

Teen-Age: Seventeen. 


2 Boosts your brand to big traffic New York, Aug. 5—Sales of 


“buy it here!” circulation electronics components have 
jumped from $576,000,000 in 1940 
an to more than $4 billion last year; 


3. Tres in all other advertising efforts 
at the point-of-sale 


precision production instruments 
have scored a 21% annual growth 
during that same period. 

But the American watch indus- 
try, over a period of 12 years, has 
experienced a growth rate of only 
7.16%, arid so the 89-year-old El- 
gin National Watch Co. has an- 
nounced that it plans to diversify 


4 Helps assure continued dealer and 
distributor cooperation 


5 Unters ad economy The space 1s tree 
Amerioan decals stay up tor years 


for possible affiliates. 

As its first step in this program, 
the Elgin, Ill., company’s President 
J. G. Shennan said here today that 
the company has prepared an “en- 
terprises wanted” brochure which 
tells in detail the objectives of the 
plan, the type of enterprise Elgin 
is interested in and the advantages 
accruing to concerns which it 
hopes will wish to affiliate with 
the watch manufacturing organi- 


biperyat® 


6. American decal signs provide eye catch 
ing attractiveness outstanding durability 


CNnke for Free Brovkure... 


American Decal complete art and consultation service available without 
obligation. Write for full color brochure and samples. 


A\merican fDecalcomania flo. 
ae W. Sth Ave., Dept. A, Chicago 24 


© Clevelond 


Sales offices in all prosicleeras 


zation. 


® The brochure is now in produc- 
tion and will be ready for distribu- 
tion about Sept. | when it is to be 
|/sent to business brokers, banks, 
financial underwriters, attorneys, 
and prospective affiliates. “No 
other form of advertising will be 
used,” Mr. Shennan told AA, “un- 
less the brochure fails to produce 
the results we are seeking.” 
Pointing out that “the manufac- 


ture and sale of jeweled watches, 


Pe a geal REL S ‘ Sapte oe, 


into these two fields by searching | 


 89-Year-Old Elgin Watch Co. to Seek - 
Affiliates That Don't Make Watches 


will remain the basis of its busi- 


ness,” Elgin will set forth its rea-| 
for seeking diversification | 


sons 
into these two fields in the book- 
let. It will stress the company’s 
long experience with engineering 
and design of intricate mechanical 
parts and complex tooling. 

Mr. Shennan emphasized that 
the decision had been arrived at 


only after “the most painstaking | 


study” of his company’s situation. 
He explained that Elgin believes 
affiliation with existing concerns 
provides the most feasible means 


of entering the new fields, and that | 


corporate goals of the diversifica- 
tion program can be achieved most 
readily in this fasnion. 


® Conceding that the watch in- 
dustry is receiving very severe 
competition from Swiss manufac- 
turers, Mr. Shennan said he thinks 
this program will help to “offset 
cyclical changes” in consumer dur- 


ables, in which he included the 
timepiece field. 
No rigid specifications have 


been set forth for prospective af- 
filiates, but in general, it was said, 
a company should have operated 
profitably during the past two to 
five years, have a rapidly growing 
sales volume, and net worth of 
about $1,000,000 to qualify. 

To make basic investigations of 
prospects, Elgin has set up a com- 
mercial development department 
headed by Gordon Odell. 
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Anheuser-Busch 
Buys Its First 
Radio Net Show 


New York, Aug. 7—The biggest 
network radio time block sale 
‘this week was negotiated by Amer- 
}ican Broadcasting Co., which sold 
'an across-the-board sports show 
'to Anheuser-Busch. 

Effective Sept. 14, Anheuser- 
‘Busch will sponsor Bill Stern in 
)15 minutes of nightly sports com- 
;}mentary. Time—Monday through 
|Friday at 6:30 p.m.—was bought 
through D’Arcy Advertising Co. 
Budweiser beer will be the fea- 
tured product on this program, 
which is the company’s first net- 
work radio purchase. 

National Broadcasting Co. also 
attracted fresh blood for network 
radio. Coleman Co. was signed as 
the initial “Operation Tandem” 
sponsor for the fall season. This 
will be the first major radio pro- 
metion undertaken by Coleman in 
more than 10 years. 


®s Coleman has bought a “Tan- 
dem” participation for a special 
four-week drive beginning Sept. 
15. Gas and oil space _ heaters 
will be advertised on all of the 
network’s 216. stations, except 
about 40 in the South and South- 
west where wall heaters and floor 
furnaces will be promoted. 

This campaign will be supple- 
mented by dealer-placed radio 
spots and newspaper ads. N. W. 
Ayer & Son handles this account. 

Tahdem programs for the fall 
at NBC are “Barrie Craig, Confi- 
dential Investigator,” the “Eddie 
Cantor Show” and “Six Shooter,” 
b- new western starring Jimmy 
Stewart. 

CBS sold the Longines-Witt- 
| nauer Watch Co. on returning to 
nighttime network radio this aut- 
/umn, with a twice-weekly broad- 
cast for the “Choraliers.”’ The all- 
male chorus will be heard Tues- 
,days and Thursdays at 7:30 p.m., 
| starting Sept. 29. The watch maker 
‘has not had an evening network 
— program since last Decem- 


|@ Longines’ other broadcast, the 
|\Sunday “Symphonette,” returns to 
|the air Sept. 27 at 2 p.m., after a 
|summer hiatus. Victor A. Bennett 
Co. is the agency. 

On the same network, Corn 
‘Products Sales Co. is expanding 
\“Sunshine Sue’s” time from five 
to 15 minutes Monday through Fri- 
day. The program also has ex- 
panded its station lineup from 45 
to approximately 77 outlets. C. L. 
Miller Co. is the agency. 

Last Monday, Mutual 
Health & Accident Assn. (Bozell 
& Jacobs) began an eight-week 
run as a co-sponsor of Arthur God- 
| frey’s morning simulcast. This fills 
a current vacancy on a time period 
already sold for fall. Mutual is 
considering joining Owens-Corn- 
ing Fiberglas Corp. as backer of 
the Sunday afternoon radio “Di- 
gest” of transcribed highlights 
from the 90-minute Godfrey day- 
time shows in September. 


Benefit 


In CANADA 


39% of the 
English-speaking Families 
read 
The STAR WEEKLY 
Ask for Information 
WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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(ADVERTISEMENT) 


Is the ‘Bloom’ Off the Boom 
In the Building Business? 


“The Building Boom is Ending,” 
“Building doesn’t show quite the 
zip it did,” ...so we read in many 
places these days. 

“Wrong!” says Practical Builder 
“It just isn’t so.” 

Naturally, the overwhelming 
post-war surge of pent-up housing 
demand has passed its peak, but 
there will be more than a million 
starts this year, Practical Builder 
forecasts. Add to that the not too 
well understood fact that there’s 
a whole lot more to the building 
business than new home construc- 
tion, and 1953 may be the second 
largest building year in our entire 
history. Actually, the first half of 
1953 registered an 8% dollar gain 
over 752. 

The gloom the prognosticators 
spread is based principally on 
studies (that are too superficial) 
of statistics (that are too incom- 
plete). In addition, entirely too 
much attention is given to avail- 
able figures on building starts, and | 
not nearly enough study is made 
of such vital factors as remodeling, 
maintenance and repair (42% of 


the total light construction vol- 
ume), commercial and industrial | 
building, the tremendous “Do-It- | 
Yourself” market, and other im-| 
portant phases of building market. | 

Another fact not fully under- | 
stood is that the builder today is 
building in pace with sales rather 
than in anticipation of sales as he 
did during the surge when demand 
was at a fever pitch and he could 
sell anything regardless of value. 
Thus the researcher who fails to 
see as many _ structures being 
framed up as he formerly did, and | 
who sees instead only excavations 
or foundations which stand idle 
for longer periods, makes an 
alarmist report. 

A more thorough investigation 
would illustrate that the builder, 
like any good businessman, has 
the good sense to keep his inven- 
tory at a minimum so he can make 
whatever investments in money 
and time he finds necessary to 
meet changing conditions. In the 
long run, he is still selling very 
close to the same number of houses 
as last year. Starts for the first 
half were 577,100 against 565,800 
a year ago. 

Even more important among the 
reasons why building refuses to 
skid is the rapidly increasing Re- 
modeling, Maintenance and Repair 
business, which, Practical Builder 
estimates, will reach an amazing 
total of at least 11 billion dollars 
this year. (In 1940, this business 
amounted to 3.9 billion dollars.) 

Remodeling (structural addi- 
tions and alterations) is lumped 
together with new construction 
when it appears in government 
figures. And only the bigger jobs 
—where permits are obtained—are 
counted. The rest is only estimated, 
and grossly underestimated, as is 
also the case with farm building 
of all types. Maintenance and re- 
pairs are separately recorded, but 
the estimates are, again, extremely 
conservative. These facts reflect a 
condition upon which most build- 
ing economists agree—that the 
building industry has fewer and 
less reliable statistics than almost 
any other major industry. Unfor-_| 
tunately, too many of these eco-' 
nomists overlook that fact when 
they make predictions. 

However, it is also a fact that 
of the more than 44 million homes 
in the country today, 50% are 30 
years old and older, while another 
20% are at least 20 years old. Ob- 
viously, the need for repair, main- 
tenance and improvement in such 
homes is great. 

In addition, we have built sever- 
al million homes in the last six or 


seven years, most of them without 
garages or adequate living space, 
or without enough room for family 
growth. Just making good these 
lacks will result in a_ business, 
Practical Builder estimates, of be- 
tween $2 and $3 billion a year for 
many years. And this doesn’t take 
into account the repair and main- 
tenance, already required in sub- 
stantial amounts, for many of these 
houses that were not too well 


built because of the rush and ma-. 


terial scarcities. Still another tre- 
mendous field is the remodeling, 
maintenance and repair volume 
required for structures in the com- 
mercial and industrial segments of 


| industrial 


‘the light construction industry. 


Another new trend to “keep the 
boom blooming” is decentraliza- 
tion of industry. As more and more 
executives decide to 
“move closer to their labor sup- 
ply,” where parking is ample and 
workers are attracted by the con- 


_venience, more and more new fac- 


tories and other industrial struc- 
tures are going up. In keeping 
with the trend, builders are plan- 
ning developments that include 
space for light industrial struc- 
tures, shopping centers, etc. 

To the building products manu- 
facturer confused by statistics, 
Practical Builder points out that 
a “static condition” in the building 
industry just never exists. This is 
an industry too big, too “live,” too 
vital to be measured by any less 
authority than experts constantly 


in personal touch with every phase 


of the whole light construction in- 


(ADVERTISEMENT) 
dustry. And the best place to find 


such authority is at Building In-| 


dustry Headquarters, where Prac- 
tical Builder is published! 


First In Advertising Gains 

With building products manu- 
facturing output reaching its high- 
est level in history just as the 
new home building surge begins 
to taper off, the resulting strong 
competition in the industry is re- 
flected in advertising directed at 
the builder. 

This is all to the good for Prac- 
tical Builder, and proof that care- 
ful media selection increases the 
“swing to PB” is Practical Build- 
er’s big lead over the #2 and 
#3 builder publication in advertis- 
ing page gains. 

It is compelling evidence that 
wise buyers of builder advertising 
know that Practical Builder... 

1. Delivers the Biggest Builder 


that destiny to the great light construction industry. 


Nor has it wandered far afield. The 


Says an Indiana advertiser (name on request): 
‘Although a year has passed since we first 

placed an ad in Practical Builder, we are still 
receiving requests from that first insertion. 

In steadiness of pulling power, PB has maintained 


itself better than any of the papers 


‘‘No man,” said Samuel Johnson, ‘‘ever became great 
by imitation.” And he could have added, 


‘‘No magazine either! » practical builder has grown 


great by forging its own destiny... and linking 


en who own and edit 


Buying Power of any maga- 
zine serving the entire Light 
Construction Industry 

2. Is the most thoroughly read 
(as proved by unbiased reader 
preference surveys) 

3. Provides the most benefits at 
the lowest rates. 


How to Sell the Builder 


In response to the deluge of re- 
quests for reprints of the selling 
and market data that has appeared 
in this series of “Advertising Age” 
messages, Practical Builder has 
condensed many of them into a 
new 16-page booklet titled “How 
do You Sell a Builder?” 

Off the press August 14, the new 
booklet is available in reasonable 
quantities to manufacturers of 
building products and their adver- 
tising agencies. Write Practical 
Builder, 5 South Wabash Avenue, 
Chicago 3, Illinois. 


in the building trade.”’ 


PB have built a business built on\building. No by-paths; 


mo detours; no outside interests... just building. 


That’s why this building book reflects concentrated editing. 


That’s why every page 1 


filled with solid stuff. 


That’s why every issue is practical and potent for every 


advertiser who uses it. Yes, those who know agree: 


it gives its advertisers m4 


because PB 


© iWOUSTRIAL PUBLICATIONS, INC., CHICAGO 3 


construction industry 
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U.S. CofC in Italy Criticizes European 
Nations for Small Tourist Ad Budgets 


MiLan, Itraty, Aug. 4—This| 
year’s tourist attack on Europe is 
the greatest in history, but the 
American Chamber of Commerce 
for Italy believes this record total 
can be brought to even dizzier 
heights by more advertising. 

A recent study published by the 
CofC here put travel agents and 
European nations on the frying 
pan for not advertising enough. 

The study pointed out that Eu- 
rope now invests only 0.4% of its 
tourist income on advertising. It 
said that in 1950 Europe spent less 
than $1,000,000 advertising in the 
U.S., when it should have spent 
$9,900,000 to compete with others 
who are bidding for Americans’ 
money. 


® Deploring the lack of advertis- 
ing by travel agents, the CofC 
noted: (1) 29% of all American 
travel agents’ total volume comes 
from European travel; (2) 73% of 
all American visitors to Europe 
pass through the hands of travel 
agents. 

“In order to compete success- 
fully with other retailers in his 
community who are vying for the 
disposable income of American 
families, the travel agent must 
advertise,” declared the CofC. 

The CofC said Europe does not 
advertise because it feels ‘““Amer- 
icans would come anyway.” To 
refute this, the study pointed out 
that in 1951 Americans spent more 
than $733,000,000 on foreign travel. 
This was an increase over 1950, 
but the number of travelers to Eu- 
rope and the Mediterranean area 
decreased by 10%. “Similarly, 
there was a jump of more than 
10% in American travel expendi- 
tures in Western Hemisphere 
countries. These figures reveal that 
competition for the American tour- 
ist dollar is getting stronger and 
stronger.” 


s The study also pointed out that 
vacation areas in the U.S. are in- 
creasing their promotional budgets. 
California spent more than $1,000,- 
000 in advertising in 1950, more 
than the combined total of Western 
Europe. 

The CofC compared European 
advertising with that of Hawaii, 
which spends $1 for every person 
in Hawaii. Europe, with a popula- 
tion of 300,000,000, spends an aver- 


AGAIN YOUR BEST 
ADVERTISING BUY 
IN THE SOUTH 


GRIER’S 


ALMANAC — 


Same 2,100,000 Circu- 
lation Guaranteed for 
1954——No Increase in 
Rates 


@ Blankets the Rural South from 
Virginia to Texas. 


@ Published without interruption for 
147 years. 


@ Readership is intense and loyal. 


@ Every advertisement next to edi- 
torial matter. 


@ Stays in the home the year 
round. 


Write, wire or phone for 
rates, closing date and 
detailed information. 


GRIER’S ALMANAC 
76 Central Avenue, S.W. 
Atlanta, Georgia 


age of less than 1¢ per person. 
The study also points out that in 
1951 Americans accounted for only 
742% of all tourists to Switzerland, 
yet they spent 18% of the foreign 
currency brought into the country. 
“This means that the American 
tourist spent 242 times more than 
the average tourist from other 
countries,” the CofC concluded. 


BRITAIN’S AD BUDGET 

WAS $1,400,000 IN ‘52 

Lonpon, Aug. 4—Britain spent 
$1,400,000 in overseas advertising 
in 1952 and got back a total of 
$320,600,000 in the form of income 
from tourists. 


For the statistical minded, this 
works out exactly to a return of 
$229 on every dollar spent—not a 
bad average. And income this year 
is expected to be far greater be- 
cause of the Coronation lure. 

These statistics come from the 
annual report just published by 
the British Travel & Holidays Assn. 
for the year ended March 31. 


® The association said the $320,- 
000,000 tourist receipts represented 


a 7% increase over 1951 income 


from this source. Income from 
American tourists increased from 
$73,780,000 in 1951 to $88,340,000 
last year. 

Americans thus accounted for 
27.5% of Britain’s total tourist 
income. 

The association’s report said the 


“Come to Britain” campaign in the 
U.S. involved use of ten national 
Magazines, five trade papers, two 
_newspapers. 

| In Canada, six farm papers, 10 
national magazines and 24 news- 
papers were used. For South 
_America, the media schedule was 
| limited to the Spanish and Por- 
_tuguese editions of Reader’s Di- 
gest, Vision and the new Spanish 
edition of Life. 

For the first time since the war, 
“Come to Britain” ads appeared in 
Germany, with five magazines and 
_11 newspapers used. 

The association also arranged a 
/number of co-op ad programs with 
British European Airways, ship- 
ping lines in Sweden and Norway 
/and travel agents in Denmark. 
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Promotes Ohio Aircraft Show 
Herbert E. Prentke, of Humph- 


: rey, Prentke i " " 
miscellaneous magazines and 37) 4 2 Sees, Soave 


land, has been named director of 
advertising and promotion of the 
National Aircraft Show, to be held 
at Dayton Sept. 5-7. Succeeding 
the National Air Races at Cleve- 
land, the show will be sponsored 
by the Air Foundation of Cleve- 
land and the Dayton Chamber of 
Commerce. Promotion includes use 
of newspapers in Ohio, Kentucky, 
Indiana and Michigan, trade pub- 
lications, general magazines, out- 
door in Ohio and direct mail. 


N. Y. NNPA Elects Patton 


Stuart L. Patton, promotion di- 
rector of the Brooklyn Eagle, has 
been elected president of the New 
York chapter of the National 
Newspaper Promotion Assn. 
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In May and June, ABP said... ALL GOOD SELLING IS SPECIALIZED 
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In March and April, ABP said... ALL. GOOD SELLING IS SPECIALIZED 


SELLING IS SPECIALIZED 
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In September and October, ABP said... 
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Morristown, TENN., Aug. 4— 
Berline Corp: and United Artists 


will break a tie-in promotion next. 


month for Ber-Lock chairs and the 
motion picture “Melba.” 

The campaign will center on en- 
dorsement of the chair by Patrice 
Munsel, star of the film. Berline 
dealers and theater operators will 
receive press books, newspaper 
mats and instructions on running 
consumer contests. 

Posters showing Miss Munsel 
sitting in a Ber-Lock chair are be- 
ing offered by the manufacturer 
for display in store windows and 
theater lobbies. Movie and TV 


M unsel Enjoys Ber-Lock Chairs in Tie-In Ads 


sel endorsement in Collier’s, Coun- 
try Gentleman, Guide for the, 
Bride and The Saturday Evening | 
Post. 


Two Agencies Join NAAN | 

Doyne Advertising Agency, 
Nashville, and Whitlock-Swigart, | 
New Orleans, have become the 
30th and the 3lst member agencies 
of the National Advertising Agen- 
cy Network, St. Louis. The agency 
network is now represented in 33 
major marketing areas in the U.S. 
and Canada. 


Sloan Heads ‘Modern Hospital’ 


Sloan, who succeeds the late Dr. 
Otho F. Ball, will make his head- 
quarters at the company’s eastern 


| offices, 101 Park Ave., New York. 


La Vigna Inc. Names Lane 

La Vigna Inc., New York man- 
ufacturer of women’s coats and 
suits, has appointed Philip J. Lane 
Advertising Co., New York, to 
handle promotion in national fash- 
ion magazines and trade publica- 


‘tions. In addition, extensive mer- 


chandising plans are being made. 


Monahan Named Bischoff A. M. 
I. W. Monahan, head of the pro- 
fessional service department of 


‘Modern Hospital Publishing Co.,!’ ‘ 
has been elected president. Mr. | Ashamed’ But Proud, 


N.H.Shows Young 


Arizona Girl Around | 


_ Hartrorp, Aug. 4—A 13-year- 
old Arizona school girl has been | 
on an all-expense 11-day tour of 
‘the New Hampshire region after 
telling publicists for that northern | 
_ New England state that they ought 
| to be ashamed of themselves. 
Faustina Ramirez, a pert young 
miss from Phoenix, arrived by air 
/at New Hampshire’s capital city 
of Concord to really see how 
ashamed New Hampshire’s proud- 


spots also will be used. 
Nationally, the campaign will | 


Raymond P. Sloan, editor of Ernst Bischoff Co., Ivoryton, Conn., | est are. 
oe —* ae = re- maker of biologicals and pharma-_| dicta oa 
: : : cently made v.p., editorial director ceuticals, has been promoted to ad-| division, ISS 
include Berline ads with the Mun-|and a member of the board of vertising manager.” | 


-As for background in the shame 
Ramirez _ started 
boiling when she received no an- 


In November and December, ABP said... 
ALL GOOD SELLING IS SPECIALIZED 


specializes 


business press 


ALL GOOD SELLING IS SPECIALIZED 


Tes true: business papers are as precisely specialized 
as business itself. They cover every field, go where every 
product’s made or bought or sold. In every market, they 
pick out the specific prospects for specific products. 


It’s much more than a matter of circulation. For 
business papers specialize editorially, too. They prime 
the reader with facts about his own special business — 
when his mind’s on business—send him to the adver- 
tising pages to find the products, materials and services 
he needs. It’s a job no other media does—or can do. 


More and more advertisers are recognizing this fact. 
It’s one of the reasons why they're spending close to 
$350 million in business paper advertising this year... 
55% more than three short years ago. 


Whatever you make that business buys or uses or 
sells .. . you can move it faster —for less —if you adver- 
tise it first in the right list of business papers. 


How do you decide which business papers to use ? 


Most advertisers agree on this point: advertising value 
stems from editorial value. Good editing draws readers, 
holds their interest, builds a keenly receptive climate for 
advertising. 


One good measure of reader interest is paid circulation; 
people will pay only for what they choose to read. 


All ABP papers are “‘paid’’ papers — members of the 
ABC. Well over two million subscribers spend close to 
$9,000,000 a year to get them. That's one more good 
reason why it’s worth your while to look for the ABP 
and ABC symbols when you're picking business papers. 


In planning your business paper campaign, you'll find prac- 
tical help in ABP’s many aids. Here are some of them. Send 
for the ones you want. 


20 POINTS—fundamentals of good business paper ads. 


AWARDS FOR ADVERTISING IN MERCHANDISING PUBLICATIONS 
—techniques for effective dealer advertising. 


AWARDS FOR ADVERTISING IN INDUSTRIAL, PROFESSIONAL 
AND INSTITUTIONAL PUBLICATIONS—guides to effective business 
paper advertising. 


INTENSIVE ADVERTISING —how to sell in print. 
COPY THAT CLICKS—copy angles that get readership. 
HIT THE ROAD--digging for copy facts. 


LEADING BUSINESS PAPER ADVERTISERS—a report on who's 
spending how much. 


A SURVEY OF DEALERS—what dealers want to know. 


AGENDA: TO KEEP BUSINESS OUT OF THE DOG HOUSE—selling 
the man who OK’s the budget. 


THE MAN IN THE MIDDLE —a series on how to advertise to the dealer. 


ASSOCIATED BUSINESS PUBLICATIONS 


Founded 1916 


205 East 42nd Street, New York 17, N.Y. MUrray Hill 6-4980 
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BARGAIN—To mark National Newspeper 
Week, Oct. 1-8, Newspaper Assn. Mana- 
gers are offering free mats of this emblem 
to any daily or weekly newspaper in the 
country. Theme and slogan for the week 
is “An informed press means an informed 
people.” Vern Sanford, Texas Press Assn., 
Austin, is chairman. 


swer from the New Hampshire 
chamber of commerce to a number 
of queries for information needed 
to prepare an article on New 
Hampshire for a school competi- 
tion. 


# A letter, asking the blank ques- 
tion, “Are you ashamed?” finally 
turned up in the offices of the New 
Hampshire State Planning & De- 
velopment Commission, which 
promptly classified the Arizonan’s 
missive as “most unusual” and 
then got busy. 

“The promotion agency persuaded 
New Hampshire’s automobile deal- 
ers to pick up the tab for the 11- 
day tour, which started with Miss 
Ramirez spending her first night 
in a big four-poster at 150-year- 
old Sand Bank Farmhouse in Con- 
toocook. 


s During her stay, Miss Ramirez 
was able to milk a cow, visit the 
grave of President Franklin Pierce, 
shake hands with Gov. Hugh 
Gregg, fish and swim at Lake Sun- 
apee and Lake Winnipesaukee and 
see the White Mountains from a 
series of aerial tramways. 

New Hampshire, in return, got 
reams of copy in _ northeastern 
dailies and weeklies, plus dis- 
patches from wire services and 
radio-TV broadcasters. 

Some publicists in northern 
states are asking themselves: Why 
didn’t we think of that? 


WILLA 

MONROE 
WDIA's 
“Tan Town 

Homemaker” 


Maxwell House Coffee 
Winds up Second Big Year 
on WDIA, Memphis 


Soon Maxwell House Coffee will complete 
its second successful year of gaining com- 
letely dominating coverage of the Memphis 
Negro Market. Maxwell House reaches the 
562,212 Negroes in WDIA's 27-county Nielsen 
area with a 15-minute, weekdays, portion of 
Willa Monroe’s ‘‘Tan Town Homemaker” 
show. Join WDIA's big list of blue chip 
accounts including Pet Milk, Kools, Bab-O, 
Grove’s Bromo Quinine, Gold Meda! Flour, 
Bayer Aspirin, Folger’s Coffee and many 
others. There's a WDIA success story wait- 
ing for your product. 


“ HOOPER RADIO AUDIENCE INDEX 
City: Memphis, Tenn. Months: May-June ‘53 


Time WOIA 8 \¢ o . 7 # 


TRVP. 22.5 21.2 16.8 15.0 11.3 97 69 
(Mote: WDIA's share Sot.: 20:6; Sun.: 26.6) 


MEMPHIS WDI A TENN. 


John E. Pearson Co., Representative 
Dora-Clayton Agency, Southeast 
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WOR Promises 4.5 Pulse Rating to Sponsors 
tor Its New Afternoon Offerings This Fall 


New York, Aug. 6—Broadcast- 
ers these days spend most of their 
time trying to dream up some- 
thing new and different to attract 
udvertisers. 

Latest entry in this category is 
WOR, which is building up its 
afternoon program schedule and 


LYNCHBURG 


Au Industrial Center, A Virginia Key 
City Reached Through 

THE LYNCHBURG NEWS & ADVANCE 

1. Effective buying income 
$70,242,000. 

- Quality of market index 110. 

. City zone population 53,880. 

. Lynchburg cannot be sold from 
the outside. 

ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffjth Co maintains offices 
in all principal advertising centers 


ct 


' 


selling participations with a night- 
time spot thrown in as part of the 
bargain. 


Starting Sept. 14, the 3 to 5 p.m.) 


period will be filled with tran- 
scribed shows produced by Fred- 
eric W. Ziv and Harry Goodman 
and grouped under the title of 
“WOR Radio Playhouse.” These 
will be such name productions as 
“Il Was a Communist for the FBI,” 
with Dana Andrews; “Bold Ven- 
ture,” with Humphrey Bogart and 
Lauren Bacall, and “Freedom 
USA,” with Tyrone Power. 


s James M. Gaines, v.p. in charge 


of the WOR and WOR-TYV division 
of General Teleradio, is guarantee- 
ing advertisers who become partic- 
ipating sponsors of the “Playhouse” 
Monday-through-Friday strip a 4.5 
Pulse rating and a cost per thou- 


‘sand homes ranging from 59¢ to 


35¢. 
A participation buy entitles a 


sponsor to a one-minute announce- 
ment during the afternoon strip, 
as well as a billboard introduction 
_as sponsor of the show, and a re- 
peat of that announcement be- 
tween 8:30 and 9 p.m. The price: 
$150 for one weekly participation. 


WOR hopes to sell sponsors for 13 
weeks or more, but no minimum 
contract is required 

Advertisers who buy before 
Sept. 14 can get one participation 
weekly for $140 or 16 for $900— 
with 12 months protection at that 
rate. 


a Daytime and nighttime one- 
minute spots on WOR cost $100— 
so this special buy gives the spon- 
sor a saving of $60 on the two 
(throwing in a 10-second billboard 
introduction) and the added appeal 
of a guaranteed rating and cost per 
thousand. 

“Sponsors are guaranteed a cost 
per thousand homes as low as 
35¢,” Mr. Gaines explained. 
“Moreover, less commercial com- 
petition for each sponsor, the low 
cost and guaranteed rating are ad- 


ditional factors whichis make ‘WOR 
Radio Playhouse’ even more at- 
tractive. Nearly all other partici- 
pating or announcement carrier 
shows on all stations are geared to 
carry three or more announce- 
ments per 15-minute period. We 
propose to carry only two per 15- 
minute segment, with the result 
that competition within the pro- 
gram itself will be reduced by 33% 
—focusing greater attention on the 
participant’s commercial message.” 


‘Sun-Telegraph’ Promotes 4 

Lee Austin, local advertising 
manager of the Pittsburgh Sun- 
Telegraph, has been promoted to, 
advertising director. He succeeds | 
Stuart List, general manager and) 
advertising director, who has been | 
named publisher of the Chicago) 
American (AA, Aug. 3). Other 
Sun-Telegraph promotions are 
Charles L. Kammer, classified ad- 
vertising manager, to local adver- 
tising manager; John G. Vollmer | 
Jr., of the advertising sales staff, | 
to assistant advertising manager, 
and Maurice Chotiner, local dis- 
play staff, classified advertising 
manager. 


And while you are at it 


in the industry. 


DIRECT MAIL i 
we 


Ss q ug } 


MERCHANDISE YOUR SPACE ADS 


ALL THE ANSWERS... 


A smart agency man may not know all the answers 
... but he knows where he can get them. PHB has mar- 
ket data that will make you an “expert” in the plumb- 
ing & heating field. Call us anytime for a helping hand. 


check the “extras” that SUR- 


ROUND YOUR CLIENT'S PROSPECT when you use 
PHB's marketing services for greater impact! 
1. A direct mail service, using the only selected lists 


Ps 


ij 


PLUMBING & HEATING BUSINESS 
_.. YOUR MARKETING ALLY WILL HELP YOU! 


2. 
3. 
4. 
5. 


ASK FOR FURTHER EVIDENCE OF PHB'S ABILITY TO HELP YOU 


RESEARCH FACILITIES 


Authentic-inquiry service on new products. 
Market data, plus research facilities. 

NAPC assistance in your client's sales problems. 
Merchandising aids to selected trade groups. 
IMAGINE ... All these marketing “extras” plus a 
monthly circulation of your client’s sales message to 
22,210 top plumbing & heating contractors (most rated 
at $2,000 or higher) . . . coupled with top-notch editorial 
policy .. . at the lowest-cost space in the industry. 


RMS 


Hi PLUMBING AND HEATING BUSINESS — 


BB GRAND CENTRAL TERMINAL BUILDING NEW YORK 17,N.Y. 


STS LG. SR i aia 


Advertising Age, August 10, 1953 


Philip F. Kobbe of 
‘U. S. News’ Dies 


New York, Aug. 5—Philip Ferd- 
inand Kobbe, 73, promotion direc- 
tor here of U. S. News & World 
Report, and formerly president of 
his own advertising agency, was 
found shot to death yesterday in 
his room at the Hotel Royalton. A 
rifle lay beside the body, and po- 
lice tentatively attributed death 
to suicide. Mr. Kobbe had been 
suffering from incurable arthritis 
since 1944, a spokesman at his of- 
fice said. _- 

In 1942 he joined U. S. News & 
World Report here as promotion 
director. From 1926 to 1939 he was 
special promotion consultant for 
Time. He was one of the founders 
and first president of the Techni- 
cal Publicity Assn., now the In- 
dustrial Advertising Assn. of New 
York, a chapter of the National 
Industrial Advertisers Assn. 

A son, Philip F. Kobbe III, is a 
v.p. in the Minneapolis office of 
Batten, Barton, Durstine & Os- 
born. 


EDWIN BIRD WILSON 


New York, Aug. 4—Edwin Bird 
Wilson, 75, board chairman of the 
advertising agency of that name. 
died Aug. 2 following a heart at- 
tack at his home in Lime Rock, 
Conn. 

Born in Dunbar, Pa., Mr. Wilson 
was graduated from Princeton 
University in 1911. While in col- 
lege he served as correspondent for 
New York, Philadelphia, Pitts- 
burgh and Chicago newspapers, 
and founded the Princeton Univer- 
sity Press Club. 

After leaving college, he did 
newspaper work for a time and 
then became advertising manager 
of Real Estate Trust Co., Pitts- 
burgh. He organized the Bankers 
Ad Assn. there, now the Pitts- 
burgh Bankers Club. From 1909 
to 1916 he was advertising man- 
ager of Bankers Trust Co. of New 
York. 

He then established his own ad- 
vertising agency here and special- 
ized in financial advertising. He 
was president until 1946 when he 
became board chairman. 

Mr. Wilson was a former presi- 
dent of the New York Financial 
Advertisers Assn. and an honorary 
life member of the Financial Pub- 
lic Relations Assn. 


SAMUEL GRABOSKY 


PHILADELPHIA, Aug. 4—Samuel 
Grabosky, 81, president of Gra- 
bosky Bros. Inc., manufacturer of 
Royalist and Amerada cigars, died 
suddenly July 31 at his home. 

Mr. Grabosky founded the old 
G.H.P. Cigar Co., which first made 
El Producto cigars, in 1892 and 
retired in 1926. Seven years later 
he joined his sons in forming the 
Grabosky firm. 


DAVID B. STEIN 


New York, Aug. 4—David B. 
Stein, 47, account executive of 
radio station WNEW, died July 31 
after suffering a heart attack in 
his office. A native of Washington, 
D.C., he had formerly been asso- 
ciated with the advertising staff 
of Gimbel Bros. and radio station 
WHN. 


NORTH CAROLINA 


New Bern is the buying center of 
Craven County’s— 


$52,127,000 


effective buying income. 
The Sun-Journal, New Bern’s only 
newspaper will cooperate in build- 
ing sales for you. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Giitfith ‘Cu maintains offices 
in oll principal advertising centers 
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ANIMATED—This 40” life-like animated 
figure of Father Knickerbocker, perched 
atop a Knickerbocker beer display, gently 
bows to customers. Jacob Ruppert Brewery 
reports a sharp increase in sales from the 
use of the figure and considers it one of 
the company’s most successful merchandis- 
ing pieces. 


‘Overseas Weekly’ 
to Continue Without 
U.S. Army’s Support 


FRANKFURT, GERMANY, Aug. 4— 
Efforts of the U. S. Army to put 
Overseas Weekly, an independent | 
journal circulating to Army per- 
sonnel in Germany, out of business 
are being vigorously opposed by | 
the executives and staff of the. 
brash young newspaper. 

Its executive editor flew to the) 
U. S..and made a personal appeal | 
to the Secretary of Defense, who 
is reported to have suggested a/| 
modification of the restrictions im- 
posed. In addition, a suit has been 
filed in federal district court in 
Washington to enjoin the Secre-— 
tary from enforcing the order. 

Overseas Weekly, now three 
years old, has a circulation of 40,- | 
000, and has been printed and dis- | 
tributed by Stars & Stripes, semi- | 
official Army publication, which 
has 500 distribution points at 
Army installations in this area. 


= The decision of the Army to 
cancel the license of Overseas | 
Weekly to operate through Stars & | 
Stripes and to handle military 
scrip, the principal currency in the 
hands of GIs, was based on its al- 
leged use of 

about sex and 
editors say the real reason is some 
recent criticism of swank officers’ 
clubs in new and lush military de- 
velopments. 

The current issue is the last to 
be printed with official approval. 
However, Overseas Weekly, which 
carries a substantial volume of U. 


S. advertising based on a guaran- | 


tee of 25,000, has made a contract 
with a commercial printer in Wies- 
baden, 20 miles away, and will at- 
tempt to maintain distribution 


PATERSON 


NEW JERSEY 
ird City in New Jersey Covered With 
THE PATERSON CALL 
In 1952 the Morning Call carried 
more than 6,594,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising in 
the Call. 
REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nati 


onally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


salacious material | 
prostitution. The | 


through its own facilities. 

Unless the Army relents, its ef- 
forts to stay alive may prove futile. 
AA discovered considerable sym- 
pathy for the publication at the 
Frankfurter Press Club, head- 
quarters of most U. S. publications 
represented here. 


Four Name John Shrager Inc. 


Four companies have appointed 
John Shrager Inc., New York, to 
handle their advertising. They are 
Electro-Silicon Sales Co., Brook- 
lyn silver polish maker (previous- 
ly handled by Newby & Peron, 
Chicago); Neeco coffee soda, a 
product of Atlantic Extract Co., 
Boston maker of flavoring ex- 
tracts; General Scientific Equip- 
ment Co., maker of safety devices, 
and Yardney Electric Corp., New 
York maker of Silvercel batteries. 


To Carr Liggett Advertising 


Malleable Founders Society, 
Cleveland, representing 45 foun- 
dries, has appointed Carr Liggett 
Advertising Inc., Cleveland, to 
handle its public relations and ad- 
vertising program. 


Typing, Shorthand 
Can Help Women to 
Top TV Positions 


New York, Aug. 4—Typewriters 
and shorthand pads are the first 
steps on the ladder which leads to 
top jobs in television. 

This is the opinion of the ma- 
jority of women TV panelists who 
spoke last week to students of New 


York University’s summer radio- | 


TV workshop. 

Mary Gunderman, aide to the 
assistant national director of pro- 
grams, American Broadcasting Co., 
said that the women with high- 
rung jobs at ABC started as of- 


fice workers. Carol Levine, super- | 


visor of film programs for WPIX, 
added that she began as a typist 
and Margaret Arlen, WCBS wo- 
men’s commentator, told how she 
got her start taking shorthand. 
Duncan McDonald, director of 
| women’s programs at WABD, em- 
| phasized that a typist or stenogra- 


pher, by working with executives, 
acquires a knowledge of problems 
of the industry, thus becoming 
more fit for higher jobs. 


Radiart Pushes TV Products 
Radiart Corp., Cleveland maker 
of television and FM antennas and 
rotators, a division of Cornell- 
Dubilier Electric Corp., is mapping 
its largest fall promotion. Pushing 
its products in 25 major markets, 
the company will use TV spot com- 
mercials, accompanied by a satura- 
tion campaign in newspapers in 
the selected markets and adjacent 
communities. Dealers and distribu- 
tors will receive displays, stream- 
'ers, newspaper mats and direct 
|mail material. 


| Cleveland, is the agency. 


Bob Fairbanks, promotion writer 
of KCBS, San Francisce, has been 
elected chairman of the junior de- | 
partment of the San Francisco Ad- | 
vertising Club. Other officers 
elected are Bill Simons, the San 
Francisco Progress, vice-chairman, , 
and Mary Badalato of Dohrmann’s, | 
secretary. | 


Stern & Warren, | 


Coast Junior Adclub Elects 


51 


Storer Shifts Kerns 

| Storer Broadcasting Co. has 
named J. R. Kerns to direct the 
operations of its newly acquired 
Birmingham stations, WBRC and 
WBRC-TV. A Storer v.p., Mr. 
Kerns will transfer from WSAIT, 
Cincinnati, where he has been 
‘managing director. At the same 
time, James E. Bailey, formerly 
managing director of WAGA-TV, 
Atlanta, was given the new title 
‘of station manager of WBRC. 


Woodruff to Free & Peters 

Frank B. Woodruff, formerly of 
Video Pictures and Dancer-Fitz- 
gerald-Sample, has been named to 
head the radio promotion and re- 
search department of Free & 
Peters, New York AM-TV station 
representative. 


IF and wHen 
OCCASION ARISES 


and you feel that a change might do 
AY P, you some good... let me put in my 
, bid to be next in line to set your ads. 


WALK advertising typograph 


4 
11 E. HUSBARD ST., CHICAGO 11 @ MO 4-6134 


ROBERT GAIR COMPANY, 


Step up sales 
of necessities as well a 


S luxuries 


These sparkling, irresistible Multicolor Foil Cartons 
are dramatically stepping up sales of various products 


— de luxe and standard — in super markets, chain 
stores, department stores and other retail outlets. 


Gair-Reynolds Foiline Cartons are now style 


leaders in folding cartons. 


Write for brochure on Gair Cartons 


UGA 


Iinc.« 155 


EAST 


PAPERBOARD 


FOLDING CARTONS 
SHIPPING CONTAINERS 


44TH STREET* NEW 


YORK + TORONTO 
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3 votes 


BING Chospy's 
NEW LEADING LApy 


of confidence 


1. Every week U.S. families buy more copies of LIFE (5,474,080*) than 
any other magazine. 


2. Each issue of LIFE is read by more people (26,450,000+) than any 
other magazine. 


3. U.S. business votes its confidence in LIFE by investing more advertis- 
ing dollars in its pages than in any other national medium. 


*Average weekly circulation, Jan.-June, 1953—as filed with ABC, subject to audit. 
tA Study of Four Media by Alfred Politz Research, Inc. 
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HOW BUSINESS RANKS NATIONAL ADVERTISING MEDIA 


Ranking Advertising 

of National Medium Revenue 
Media (Jan.-June, 1953) 
Ist LIFE $54,173,055 
2nd NBC-TV 45,044,048 
3rd CBS-TV 44,205,527 
4th Saturday Evening Post 41,650,391 
5th CBS-Radio 31,281,720 
6th NBC-Radio 24,732,789 
7th Time 18,673,821 
8th ABC-Radio 15,353,074 
9th Better Homes & Gardens 14,716,696 
10th This Week 13,817,990 


The next ten national media rank as follows. ..11th: Mutual-Radio, $11,174,831—12th: Look, 
$11,081,546—13th: ABC-TV, $9,866,205—14th: Ladies’ Home Journal, $9,705,690—15th: Col- 
lier’s, $8,561,490 — 16th: American Weekly, $8,236,047 —17th: Good Housekeeping, $8,056,027 — 
18th: Newsweek, $7,805,607—19th: McCall’s, $7,030,196—20th: Business Week, $6,535,120. 


Source: Publishers’ Information Bureau (gross figures). 
Radio and television figures are for network time only. 
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Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER.OF MARKETING 


Woolf: Heading Makes or Breaks 
C. M. Expounds on Auto Industry 
How Cooperative Are Co-op Ads? 


Bedell Spots a Winner 


The Great Mail Order Mystery 


In the July 13 issue of AA, Bruce Lindeke, vice-president of Edward S. 
Kellogg Co., discussed some of the mysteries of mail order selling, providing 
several exhibits showing results of ads in various publications and in vari- 
ous months of the year. In this letter, Franklin C. Wertheim, president of 
Axtel Products Corp., Roslyn Heights, N. Y., supplies further evidence to 
show that the best laid plans do not necessarily provide the expected re- 


sults in mail order advertising. 


To the Editor: Tell your Mr. Lindeke, 
who wrote “What the Mail Order Man 
Does Not Know” in your issue of July 
13, to move over and make room in that 
padded cell. 

I am in the mail order business also, 
only I do not use the customer’s money, 
like the agency boys do; I stretch out my 
gritty paw and put my own cold, sweat- 
stained cash on the line to back my judg- 
ment. 

First, maybe I had better introduce my- 
self. Not only do I run my own direct-to- 
the-consumer “lash-up,” but also I am 
president, treasurer and chief shipping 
clerk of a corporation that supplies mer- 
chandise and imprinted catalogs to over 
100 mail order houses. To a degree these 
houses depend upon my good judgment in 
selecting merchandise that will be profit- 
able, and in fact many of them call on me 
for advice on the assumption that if I do 
not know, who in the “shades of Hades” 
would know about mail order. 

Incidentally, I also write a column (un- 
der a nom de typewriter) for one of the 
advertising trade magazines on the sub- 
ject of mail order. 

I will tell you this straight out: I do not 
know—and furthermore I do not know 
anybody who does know—what makes an 
item a success in the mail order field. 

Mr. Lindeke seems to specialize in mag- 
azine advertising. We use a certain amount 
of magazine advertising, and even more 
than that, magazine publicity, but basic- 
ally we are believers in direct mail. Text- 
book after textbook, and speaker after 
speaker, will pound on the table and say, 
“The only way to find out what is going 
on, and to get proof is to test—test— 
test!” 

Every piece of mail that goes out of 
our office contains a coded return. 

Here are the results of some of our 
tests: 


On Item “A” we find the following: 
We tested presidents, as against vice- 


presidents of corporations as potential 
customers. The presidents outpulled the 
vice-presidents by about 20%. On another 
testing second vice-presidents outpulled 
the first vice-presidents by about 30%. 

Purchasing agents and sales managers 
did not seem to pan out. 

So we appear to have some information 
to go on for our mass mailings. 

Then, just for the hell of it, we test 
10,000 names of presidents, splitting the 
list into two parts: alphabetically 5,000 
vs. 5,000, and we find that List “A” out- 
pulls List “B” by 30%. So all our first 
tests did not mean a thing if any list 
can be split into two parts, tested against 
itself and made to do tricks. 


Test “KR” ' 
We decided to test two-color printing, 


as against one-color printing. A series 
of tests with the same piece of literature 
discloses the following: 

Two-color printing consistently outpulls 


one-color printing; 

One-color printing outpulls two-color 
printing; 

Two-color printing and one-color print- 
ing produce about the same number of 
orders. 

You pays your money and you takes 
your pick! 

As a result of the above test we tend 
to use one-color printing, because it is 
cheaper; also because we are hopelessly 
confused. 

Note: We do not discuss the cost of 
four-color process work. This would be 
beyond our budget in any case. 


Test “gy 

We decided to test sections of the coun- 
try to determine which section is best for 
us to make our heavy mailings to, or at 
least which sections we can make test 
mailings to and if the item does not work, 
take the smallest percentage of loss. 

So for some reason we take 100,000 doc- 
tors all over the country in towns under 
100,000 population (we take these small- 
er places because we know that people 
in the smaller towns tend to buy more 
often by mail order.) Or do we really 
know? Come to think of it we have liter- 
ally dozens of customers along Park Ave., 
New York City, and thousands of custom- 
ers in cities like New York, Chicago, Los 
Angeles, etc. Which brings up the point 
that very often what we think we know 
is something that we have been told by 
self-styled experts. 

So we take these 100,000 doctors—we 
mail to them and find out that the South 
and Far West pulled very heavily; that 
New England is a dead loss; and that the 
middle Atlantic states are a break-even; 
and that the middle states of Indiana, 
Ohio, Kentucky, Tennessee and Illinois 
are terrible—way over in the red. 

So, using this as a sort of gospel chart 
to go by—after all, we figure 100,000 
names gives us a pretty good picture—we 
concentrate on the profitable states (let 
the other states slide), and sure enough, 
we make money. About a year later we get 
a “real hot item” and we mail to those 
100,000 doctors again. As a rough check 
we run up our statistical survey and we 
come to the conclusion that the first time 
around we were all cockeyed, that only 
part of the West is profitable; that the 
South is somewhat spotty; New England 
is still no good; but the middle Atlantic 
states are pretty good, and the states of 
Ohio, Indiana, Illincis, Kentucky and Ten- 
nessee are terrific. 

So now we are using this statistical 
analysis as our basis and—lo and behold! 
our mailing results seem to confirm this 
opinion. 


Test “D” 

In this test we no longer rely on our 
own good judgment, but we go down to 
one of the best mailing list brokers in 
the country. Here say we, “We have an 
item as hot as a $2 pistol. A test to our 


customers’ list produced 17 orders per 
thousand. A remailing to this same cus- 
tomers’ list of the exact same offer 
produced 15 orders per thousand. There- 
fore, as we only need on rented lists ap- 
proximately 10 orders per thousand to 
break even, let us take 10 lists from the 
thousands that you have to rent, that you 
know are proved pullers, and that you 
think are good for this particular product. 
We will test 2,000 of each list; then mail 
out the complete lists that prove profit- 
able and from this point keep testing new 
lists every few weeks.” So we test these 
10 super-lists and we secure exactly one 
list that barely breaks even. This would 
be bad enough, but some of the lists grad- 
ed down as low as “one order per thou- 
sand names.” 

In other words, on a proved product 
that two so-called experts put their heads 
together on, they cannot pick out a list of 
people to buy that product. 

ob a * 

Under the heading of “experts in the 
mail order field” may I present the edi- 
tors of the mail order shopping sections 
of the approximately 100 magazines that 
feature same. Now these men and women 
cannot control, outside of the limits of 
decency, the mail order advertising placed 
in their sections. There is about 90% of 
this advertising that they can tell you 
right off will never make a dime, but in 
the editorial sections that they themselves 
choose the products for, they try to pick 
items that, if of not overwhelming sales 
possibilities, should still be of great in- 
terest to their readers. This underpaid 
and overworked gang of brilliant men 
and women have been very kind to my 
companies. They have consistently, month 
in and month out, published the news re- 
leases that I write. Currently we are av- 
eraging about 20 to 50 releases published 
per month in consumer and industrial 
magazines in answer to the releases that 
I send out once or twice a month. 

So, let us see how the record of some 
of these editors is: 

Editor “A” swings about 3,000,000 paid 
circulation; published a paragraph about 
one of our items, and we got 800 inquiries. 
This same editor published another one 
of our items, and we got two orders. 

Somebody with a fine mathematical 
mind please figure what percentage of 3,- 
000,000 circulation two orders equals. 

Or, take this same second item (we 
thought it was a beauty). The editors of 
Westways, Pacific Fish & Game, Path- 
finder, California, Motor Boating, Inside 
Detective, Parade, Western Sporting 
Goods, Profitable Hobbies, The Rudder, 
Chesapeake Skipper, Science & Mechanics 
and Missouri Ruralist all agreed with us. 
They gave us nice, big, fat, juicy writeups, 
in almost every case illustrated with pic- 
tures; they gave us glowing descriptions; 
we ordered in big supply; told the man- 
ufacturer to stand by for the flood of or- 
ders that we were sure would result, and 
sold a grand total of nine pieces. 

Now, if one of you gentlemen will again 
take out your sharp pencil you can 
total up the millions and millions of 
circulation of these fine media and divide 
nine into that total. 

However, the mail order field gets in- 
to your blood. Now, take these same 100 
editors described above; I will not men- 
tion any names, but you would be sur- 
prised at the number of them who dabble 


in mail order as a side line. One fellow 
really has the game licked: Firstly, he 
is the editor of a shopping section. This 
puts him in a good position to see new 
items and to judge their pulling power. 
Secondly, he is the owner of a mail order 
house which advertises extensively, bas- 
ing its advertising on his knowledge of 
the field. Thirdly, he is a partner in the 
advertising agency that places the ad- 
vertising of said mail order house, so if 
worst comes to worst he always gets at 
least his 15%. 

Of course, in any business the best way 
to learn is to read books on the subject. 
For instance, in my extensive library I 
have at least three different books, in- 
cluding one published by the U. S. gov- 
ernment, in which they say post cards 
can only be used for selling inexpensive 
items: In one case $1 is mentioned as the 
limit; in another case $2.95 is mentioned 
as the limit; and in still another case $5 
is mentioned as the top limit of sale using 
a post card. This month so far I have re- 
ceived 6 orders for an item selling at $110. 
That is right—you guessed it—we adver- 
tise that item on a post card. 

Of course, if you cannot sell stuff by 
mail order, you can always sell courses to 
people on “How to Sell Stuff by Mail Or- 
der.” Last year one such fellow received 
68,000 inquiries about his course “How to 
Be a Mail Order Millionaire.” Now, I do 
not know how many of these people he 
sold his course to, but at least he is mak- 
ing a substantial sum renting out the 
names of these inquirers at the rate of 
$15 per thousand names, So you see, there 
are a lot of angles to this business. 

All right, you fellows sitting there in 
your plush Madison Ave. offices; you come 
over here and go into the mail order busi- 
ness. As for me, I am looking at the green- 
er pasture on the other side of the street. 
I would sort of like to work for an adver- 
tising agency. The experience that a man 
gets when his advertisments must bring 
in orders with cash would seem to me to 
be invaluable in placing advertising whose 
direct traceable return cannot be meas- 
ured. 

For instance, running around in my 
head is an idea for a campaign for a beer 
company. I know most people are as tired 
as I am of hearing of the “lightest, driest, 
beeriest, dreariest brew that ever gushed 
out of a 12 ounce bottle.” 

How does this sound? A campaign based 
on the following slogan: “Our Beer Isn't 
Better Than Anybody Else’s Beer—It Just 
Tastes Better!” Maybe a big headline with 
the word “HONEST.” A picture under- 
neath of a truckman delivering a keg with 
the corner caption, “John Doe has worked 
for our company for 25 years, and you 
can see from the muscles on his arm he 
has delivered a lot of our good beer.” And 
body copy underneath running along the 
lines, “Honest! All makers of beer do their 
best; they know their trade; use the best 
ingredients and a lot of skill—but some- 
how our beer company seems to have 
found just the right combination of in- 
gredients and skill that makes our beer 
taste better.” 

Also, the second ad in the series would 
show a field of hops and buyers from 
six or eight beer companies purchasing 
some and the copy, “We use the same first 
quality hops, but somehow or other we 
seem to have the knack of using them just 
right,” etc. 
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Or maybe a campaign for an auwmo- 
bile company, based on the fact that “um- 
pity ump” of our cars have been on the 
road for over 100,000 miles now, and they 
are still “going strong.” Then, each driver 
of the company’s cars be awarded a met- 
al plaque to attach to his license plate tes- 
tifying that the car, or this driver, has 
driven 100,000 miles in a “Whozit 8.” 
It is my belief that the average guy to- 
day is scared silly of the future and if 
he is going to buy a car he wants to buy 
one that he knows is going to last. This 
type of campaign would point out the 
durability of the maker’s product. 

So, here I am, Mr. AAA-1 Agency; I 


Employe Communications... 


have plenty of competent people to run 
my cffice, and I will be perfectly happy 
to write copy for you, say Tuesdays and 
Thursdays, for about a year for a mere 
$10,000. An appointment to discuss this 
can be arranged at your convenience. 
* * a 
So, you fellows on Madison Ave.—you 
can see that while you are sitting dream- 
ing of that little mail order business, the 
fellow with the little mail order business 
(six figures last year) is dreaming of writ- 
ing copy for that double-page four-color 
spread in Life. 
FRANKLIN C. WERTHEIM, 


President, Axtel Products Corp. 


Who Reads the Labor Contract? 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 

The novices in the field of industrial 
public relations look with awe upon the 
labor contract. This, to some, is the terri- 
fying little industrial Bible which union 
members carry with them to their beds 
and tuck beneath their pillows. Union 
members are presumed by some to be able 
to quote at great length from the union 
contract, to the high embarrassment of 
management negotiators who haven't been 
that attentive to the contractual relation- 
ship. 

Generally speaking, the contract be- 
tween a company and a union is the con- 
cern of a few people in the company and 
a few people in the union. The rest of the 
people have copies of it somewhere 
around the place, but generally find the 
topics so dull, the language so legal and 
the type so fine that they can’t be both- 
ered with it. The contract is the exclusive 
responsibility of the bargaining teams on 
both sides. Let the team captains worry 
about it. 


s This is as true as it is dangerous. It is 
dangerous because management as a 
group neglects the education of its people 
in the labor contract, while the union en- 
courages its members to study the con- 
tract and to know its provisions. Only a 
short time ago a United Rubber Workers 
local union witnessed the graduation at 
formal exercises of 164 committeemen and 
members. The “Know Your Contract 
School’—sponsored by the local union’s 
education committee—thus acknowledged 
the completion of a ten-week course on 


the part of representative members. 

So rarely does management energize it- 
self into doing something comparable in 
the field that, when it does, the event de- 
serves mention. Lately at Weirton Steel 
Co., company members have been ex- 
posed to a well-planned clarification of 
the union agreement, in a slapboard pres- 
entation of several panels called “How 
Our Labor Contract Operates.” This pro- 
gram has been developed in cooperation 
with the Industrial Relations Center at the 
University of Chicago, which has already 
done conspicuously progressive work in 
such agitated areas as supervisory rela- 
tionships. 

The average supervisor in the aver- 
age company doesn’t know beans about 
the labor contract, and Weirton is alert 
enough to know that. Even in its own 
streamlined communications operations, a 
supervisor for Weirton can grow hazy on 
details. And, if a supervisor’s view of a 
contract gets blurred, what must happen 
to the sight of the rank-and-file employe? 


a The so-called HOLCO program presents 
in detail the provisions of the labor con- 
tract, and buttresses it with interpreta- 
tions, so that the witness knows not only 
what and how, but also why. To make 
sure that the message gets itself deep into 
the consciousness of employes and their 
families, the “Employes Bulletin” of the 
company, issued from headquarters at 
Weirton, W. Va., has carried an interpre- 
tive series of articles on the program. 
Who reads the labor contract? In most 
companies, it looks as though it is read 
by the select few; at Weirton, it seems to 
be read by practically everybody and un- 


derstood by most. 


Ads Backward 


By Jerry Kaufman 
Partner, Jerry Kaufman & Associates, 
manufacturers’ representative, Pittsburgh 

If, on some bright moonlit night, you 
see me kicking out the back teeth of a 
werewolf, don’t be surprised! I’ll only be 
venting my spleen on “co-op” advertis- 
ing. 

“Co-op” advertising? You say you 
know what it is? Well, it usually implies 
two or more people contributing to a com- 
mon pool—BUT (and I quote from per- 
sonal experience) it generally winds up 
as a manufacturer-dealer relationship 
that is cooperative in theory only. 

This last, and more realistic definition 
reminds me of the story of the two peo- 
ple who decided to go into the circus 
business. The bargain was that each con- 
tribute an animal to the co-op pool. The 
gullible one tossed in an elephant for his 
share; the other fellow donated an ani- 
mal too—a rabbit. I used to be the ele- 
phant contributor, but more of that later 
in this tale. 


Advertising is definitely not my busi- 
ness. I am only a peddler with a partner 
and a sales organization that handles five 
electrical houseware manufacturers. My 
only contact with the huckster business 
was with a gentleman who sauntered 
down our alley screaming, “Strawberries 
.. 10¢ a quart,” I did realize that the sell- 
ing business was made much easier 
through the help of proper advertising. 

My manufacturers gave me about 5% 
of my sales to spend for advertising in 
my local markets. I knew that the smart- 
est advertisers were the big retailers; they 
had enough sense to get the local rate 
rather than the national rate; they also 
managed to induce manufacturer cooper- 
ation on the premise that advertising costs 
would be reduced for everyone. I also 
knew that the second smartest group was 
the small retailer who emulated the large 
retailers. This was logical as all hell. 

Unfortunately, the retailers who were 
experienced knew this logic too. They 
contributed experience; I contributed my 
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Hi, Mr. Curtice; How're You, Mr. Ford? 


Could be wrong, but we have a feeling, a sneaking feeling, that things, im- 
portant things, are going to happen in the automotive field over the next few 


This Willys ad, and the new Willys car, strike us as pretty effective per- 
suaders—much more so than the Hudson Jet ad, although both cars tie in 
with the pronounced trend to small foreign cars. 

We have a sneaking feeling, too, that the Lincoln car and Lincoln adver- 
tising, despite some halting starts, have gotten in high. Packard, too—chiefly 
in its advertising—has latched on to the power of its past in the high-class 
field and, together with Lincoln, should presently be giving Caddy quite 
a run for its money. In fact, if we may pontificate, we wonder if Caddy 
hasn’t hung on to a good thing just a little too long. If we may philoso- 
phize, too—which we have no hesitancy at all in doing—we feel there’s one ! 
grand thing about the American way. It not only lets people get rich and fat 
and satisfied, but immediately confronts them with the penalty for getting 
rich and fat and satisfied—alertness, aspiration and competition from other 
people who want to get rich and fat and satisfied. It’s an effective spur. 

If we were GM, we'd be sweating and burning the midnight oil right 
now redesigning Cadillac and altering its advertising as radically as we 
were attempting to alter its design. Unfortunately, we are only a poor scribe, 
dispensing coconuts of wisdom for peanuts in pay. (Hi, there, Mr. Curtice. Free 


Got a sneaking feeling, too, Ford is going to pass Chevrolet. (Hi, Mr. Henry 
Ford II—whatcha doing next Wednesday? ) 
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manufacturers’ advertising money. But as 
always happens, I wound up with the ex- 
perience and the retailers wound up with 
the advertising money. 


s Basically, I found that, for the most 
part, my manufacturers were being 
charged 50% of a fictitious rate in order 
to cooperate with these local outlets. In 
doing so, my manufacturers were vir- 
tually paying the retailers’ entire adver- 
tising costs for space and time. It was 
certainly a rare occasion when we (the 
manufacturers’ reps) actually got a 50-50 
deal—a deal that was more raw than 
cooperative. 

For giving us the privilege of “cooper- 
ating,” our factory mats were so altered 
that the cooperating dealers’ names domi- 
nated the manufacturers’. If radio or tele- 
vision was used, the script or film were 
greatly changed from what was original- 
ly supplied by us. The final impression 
left with the public was that the partici- 
pating dealer involved was a hell of a 
good point of sale for the type of product 
I sold (brand name usually unknown). 

Our competitors loved our cooperative 


advertising because they spent nothing, 
while we created a market for a type of 
product that they also manufactured. Nat- 
urally, this gave them a free ride. 

Not only were we getting fictitious rates 
in most instances, but we were also los- 
ing our brand identification. However, 
this was only a part of the problem. We 
found that dealer after dealer was run- 
ning more advertising than was agreed 
upon—a practice which threw our budg- 
et badly out of balance. But what could 
we do about it? If we objected, we lost 
our source of “bargain” advertising or, at 
least, what we considered to be a loss of 
advertising at a “bargain” price. 


@ One bright morning, after a fitful 
night’s sleep, interspersed with night- 
mares of “co-op” advertising budgets, I 
met Harry. Harry was an account execu- 
tive for an advertising agency. He had 
talked many manufacturers into these 
co-op deals for a retail account he rep- 
resented. Harry’s retailer was in an en- 
tirely different line of business than I 
was. Harry had a very interesting story 
to tell, as I discovered over lunch one 
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Nation’s Business is good enough to eat ...and each month hundreds of doting 
readers tell the editors so. Just recently, fan letters from the President, Panther Oil & 
Grease ... Editor, The Atlanta Journal .. . President of Baker & Combs . . . Congressman 
Aspinwall... V-P of California Electric Power . . . Sec., Charles Sexton Co. . . . President, 
Harrisburg Street Railways ... also Aluminum Co., Pacific Export Lumber, Pittsburgh 
Peoples 1st National, Alliance Rubber, Wisconsin Telephone, General Motors, Bank of 
America, Grinnell Co. and a Texas hatful more. For reader response it’s . . . Nation’s 
Business, Washington 6, D. C. 
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day. When I picked up the check for 
lunch it occurred to me that this lunch 
was a real bargain. I had learned more 
about cooperative advertising for $1.25 
than I had learned in all my years of 
business experience. Harry was tickled 
pink that his retailer didn’t need an ad- 
vertising budget, for his retailer used his 
manufacturers’ budget—and then some. 
Therefore, the only limit on Harry’s bill- 
ings with his retailer was based on how 
much advertising he and his retailer could 
convince the manufacturer they needed. 
As Harry was talking, I pretended that I 
was a manufacturer in the same field as 
Harry’s dealer. I suddenly realized that 
it was a very illogical bit of logic that 
sold me on “co-op” advertising. The more 
I applied Harry’s dealer’s experience to 
my own field, the more I became con- 
vinced of this fact: I’d be better off to 
trade in my fictitious 50-50 co-op adver- 
tising deal which I could not control for 
advertising that cost me 100¢ of the dol- 
lar—which I could control. I soon found 
that the old maxim, ‘‘You can’t get some- 
thing for nothing,” was very true. 


® This fact was made more evident by 
a test that I conducted with one of my 
manufacturers’ lines. His advertising 
costs on a co-op basis had been running 
him 11% of his sales in my area. Percent- 


Salesense in Advertising ... 


age-wise, this 11% was twice as much as 
he wanted to spend. 

The results of a non “co-op” experi- 
ment showed that I was able to triple the 
advertising budget without “co-op” of 
my manufacturer’s line. I also found that 
the volume went up approximately seven 
times, thus reducing my manufacturer’s 
advertising costs from an unprofitable 
11% to an astounding 5%. My experi- 
ment also indicated that a definite brand 
preference for our product was created 
through non co-op advertising. We used 
this experiment in our advertising policy 
with each one of our manufacturers. We 
now find that while we may go slightly 
out of balance in off season, we can cut 
our advertising budget percentage-wise 
in season and still have a hell of a time 
keeping up with the demand for our prod- 
ucts. 


s By doing this, we have brought our 
manufacturers’ advertising costs down 
considerably. We have increased our vol- 
ume. We have made our products the 
best known in our area. We have awarded 
all our “bargain” co-op advertising to our 
competitors. Fortunately, they haven’t 
quite figured out the whole thing yet, but 
meanwhile we have found our aspirin 
purchases decreasing proportionately to 
our advertising cost per $ of sales. 


‘Son, Your Head Omits the Guts of the Story’ 


By James D. Woolf 

(Mr. Woolf is an advertising con- 

sultant who spent many years as 

v.p. in charge of creative activites 

of the western offices of J. Walter 

Thompson Co.) 

As a youngster, still in my middle teens, 
I did some occasional news reporting for 
my dad’s country newspaper. On one oc- 
casion, when the paper was shorthanded, 
I was given the assignment of reporting 
the death of one of the 
town’s leading citizens, 
a well-to-do gentleman 
active in worthy civic 
enterprises. I don’t re- 
member what I wrote, 
but I do recall the 
head I provided for it: 
WHOLE COMMUNI- 
TY MOURNS PASS- 
ING AWAY OF BE- 
LOVED CITIZEN. 

I awaited eagerly the appearance of my 
piece in the paper that evening. At last, 
across the top of Page 1, I saw this big 
banner head: JOHN R. HARVEY DIES. 
This was a grievous jolt to my pride of 
authorship. “What was wrong with my 
head?,” I demanded of my father. 

“Well, several things, son,” he said. 
“First of all, it failed to include the only 
really essential item of information—the 
name of the departed. You see, the guts 
of the story—at least in the head—is the 
simple and unadorned announcement that 
John R. Harvey is dead. The fact that 
John was beloved might be all right in 
tomorrow’s headline but not in today’s. 
And, incidentally, John couldn’t have 
been mourned by the whole community 
because only a few people knew of his 
death before our paper hit the street.” 


James D. Woolf 


s The late Morrill Goddard, the once- 
famous editor of The American Weekly, 
years ago made this observation: “The 
writing of excellent headlines is some- 
thing of an art. Curiously enough, the 
perfect ‘sign-board’ head is most difficult 
of all, for the editor must reach in and 
bring out the heart and vitals of the story 
and summarize the pith of the article in 
simple, direct words within the space 
limitations of head and subhead.” 


Mr. Goddard called it “heart and vitals” 
and my father called it “guts,’’ but they 
were talking about the same thing. That 
was quite a while back, though. Nowa- 
days, of course, rare indeed is the editor 
to whom this principle isn’t kindergarten 
stuff. 

And we copywriters, too—all of us—are 
masters of the art. 

Or are we? 

Pondering this question of late, because 
I think it is important, I have been scan- 
ning a very considerable number of ad- 
vertisements in a half-dozen national 
magazines. 

My conclusion is that all of us are not 
masters of the art of bringing out the 
“heart and vitals” of the story. I am not 
suggesting necessarily that all of us do 
not understand the principle. I tend to 
believe that a lot of us do not believe 
in it. 


= Let me proceed at once with a shining 
example, an Austin of England page that 
appeared in a spring issue of The New 
Yorker. I feel pretty certain that neither 
Mr. Goddard nor my father would have 
approved of the head: “Why do you see 
more Austins in springtime than any 
other foreign car?” 

What’s wrong with this head, as I see 
it, is the fact that it is completely blank 
on the guts of the story. 

The “heart and vitals” of the Austin 
sales talk occurs in several passages in 
the small-type text. One of the most in- 
terest-rousing is this: “It delivers up to 
35 miles per gallon and cuts your operat- 
ing expenses 50%.” 

That information has the makings of 
what Mr. Goddard would call the perfect 
“sign-board.” I average about 12 miles 
per gallon on my cars and my operating 
expenses are something I hate to think 
about. 


s I suggest this as a more effective head- 
line: 35 Miles Per Gallon—and Operating 
Costs Cut 50%! I feel sure that if Mr. 
Goddard were here to pass judgment, he 
vould agree that my headline summarizes 
“the pith of the article.” 

My headline, to be sure, doesn’t men- 
tion that the Austin is a foreign car, a 


fact which has lure to some people. But 
to mention it is a waste of words. The 
picture, which occupies two thirds of the 
page, is obviously that of a foreign car 
to sophisticated New Yorker readers. 
Moreover, the displayed line, “Austin 
of England,” can hardly be missed by 
the reader if he is interested in identify- 
ing the car. 

The “more Austins” head does not 
promise the reader interesting, worth 
while information. What it likely suggests 
to him, if it suggests anything, is that the 
maker of Austin is about to bore him, 
in the text matter, with boastful general- 
izations. 


So much for Austin of England. Con- 


sider now the Kawneer half-page, two-- 


color ad which ran in a June issue of the 
Satevepost. After scrutinizing the text 
matter closely I discovered with difficulty 
that “Kawneer manufactures architec- 
tural metals, doors and entrances, Zourite 
facing, and sun control products, which 
quickly and inexpensively modernize a 
building’s appearance.” The “heart and 
vitals” of the story seems to be that Kaw- 
neer will “make your building a source 
of community pride while assuring the 
benefits of public patronage, through 
beautifying modernization.” 

But you’d never guess it from the head- 
line: “Sorry, Lady—I can’t change $10.” 
The accompanying illustration (see ad re- 
produced herewith) has only a remote 
connection, as far as I can figure out, with 
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the “pith of the article.” 

What would be a better head? Without 
studying this problem for quite a spell, I 
hesitate to say. But, offhand, how about 
a testimonial head along this line: Mod- 
ern Store Front Upped His Sales 30% 
First Year? This headline, good or bad, 
has at least one positive virtue—it is 
clearly and unmistakably about store 
fronts. 


s Earlier in this piece I suggested the 
probability that violators of the Goddard 
principle are violators because they do 
not believe in it. Such a violator, I am 
forced to conclude, is the architect of the 
Milliken’s Visa Tropical Life advertise- 
ment reproduced here. As you will note, 
the headline, “LOOK OUT!,” is surprinted 
on an oversized image of a drop of water 
done in greenish-blue. Recoiling from it, 
seemingly in panic, is a tiny figure of a 
man (less than two inches in height). 

Now what would you, as a more or less 
indifferent reader of Life’s advertising 
pages, make of this bizarre drama? The 
answer is, of course, nothing. (Unless, of 
course, you were momentarily confined 
in a you-know-what, with only this last 
unread page to entertain you.) 

The pity of it is that Milliken’s Visa 
Tropical has, to use Mr. Goddard’s term, 
a pretty fair amount of pith in the text 
matter. Says a passage in the copy, ob- 
securely, of the product: “The original 
55% Dacron—45% Worsted fabric that 
throws off wrinkles overnight, holds its 
trouser crease ...even in the rain.” 

Of this Milliken’s ad my dad would say, 
I feel sure, “Son, in the head you have 
failed to include the guts of the story.” 


Offset Quality Spoiled by Careless Pasteup 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, Ill.) 

I still see far too much offset-litho- 
graphy printing spoiled by careless, am- 
ateur preparation of the pasteup copy. 
This process of reproduction is too good 
to be ruined by improper preparation. 
There is nothing wrong in the attempt to 
save money by doing this outside a com- 
mercial shop. But some offset concerns 
may have oversold the process in the 
“you can do it yourself and save money” 
approach. 

Here are a few rules and suggestions 
which may assist the non-professional in 
improvement of appearance: 

1. Unless clipped from a previously 
printed piece where good makeready was 
used, have all proofs carefully pulled on 
good enamel or Kromecote cover. 

2. If proofs show an occasional “slur,” 


eliminate by using Chinese white paint 
and fine water color brush. 

3. Mount pasteup sheet on drawing 
board with thumb tacks and use T-square 
to be sure material aligns in a perfect 
horizontal manner. 

4. Check vertical alignments carefully. 


s 5. When joining proofs of text mater- 
ial from several galleys, clip them closely 
and be sure to preserve normal spacing 
between lines. Where galleys join, ex- 
cessive line-spacing is often inadvert- 
ently created, with damaging effects. 

6. In drawing in column rules or other 
line rules, use mechanical drawing pen. 
Avoid making these rules too bold. 

7. Leave adequate page margins. Don’t 
crowd, merely to get your material in. 
Eliminate paragraphs or tag-end sen- 
tences and keep material within type 
page areas. 

8. In using pasteup type such as Foto- 
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TELEVISION 


MODERN CONSOLE 
RADIO -PHONOGRAPHS 


The Radio Leader for 25 years, Philco today stands alone— 
First in the Public Mind and First in Public Demand. That’s why advertising 
agencies and their clients all over America think of Philco First when they 
think of a radio for a premium, for contest prizes, or for almost any type of 
promotion. Right now a wide choice of new 1954 models are available, priced 
to retail from $19.95 to $500. 


Find out how Philco’s Premium Division can 


help you Plan any Promotion or Contest 


There’s not the slightest obligation on your part, and we'll gladly give you the 
benefit of 25 years of experience in premiums and promotions. Whatever your 
plans... whatever your needs, contact Philco. Mail the coupon today for 
details of how we have co-operated with agencies and their clients— big and 
small—or better still, pick up the phone and call Philadelphia, Nebraska 
4-5100. Just ask for Mr. Cooper, head of the Premium Division. 


PHILCO CORPORATION 
PREMIUM DIVISION, DEPT. H7 
"C” AND TIOGA STS., PHILA. 32, PA. 


Send complete information on Philco products for promotions, 
contests and awards. 
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type or Artype, preserve good horizontal 
alignment and take care that spacing be- 
tween letters is uniform. Avoid excessive 
letterspacing. It improves typography to 
“shave” such open letters as the A, O, Q, 
V, W, etc. 

9. Establish a spacing style and main- 
tain it... between headline and text, be- 
tween stories, between caption and pic- 
ture, betwen caption and text, between 
picture and text. 


® 10. Maintain even spacing between col- 
umns of type, just as a compositor does 
in page makeup. 

11. Use contrasty, sharp photos. Mark 
reductions, if any, before retouching. 

12. Do not use paper clips on photos; do 


not roll them; protect them with card- 
board stiffener; do not write heavily on 
back; watch finger marks; key each photo 
with a number. 


s 13. Draw size of photos on pasteup 
sheet per your cropping and reduction 
marks, using blue crayon or pencil, which 
does not photograph. Key each space for 
photo, using blue pencil. 

14. Do not paste proofs when wet. They 
smudge when you attempt to rub off ex- 
cess rubber cement used in pasting. 

15. Have oversize type or drawings 
reduced to size by photostat house or 
photographer before pasting down. This 
saves time and expense, insures proper 
placement. 


The Eye and Ear Department... 


A Familiar Tune 


It’s quite likely that TV quiz shows 
would be just as intriguing and exciting 
if the contestants didn’t win cash prizes, 
but the poor emcees would have no op- 
portunity to vocalize. They couldn’t pro- 
claim, “And now—question number two— 
for FOR-ty dollars!” Some day an emcee 
isn’t going to raise the value of the prize 
money and get himself fired by an irate 
sponsor. Or the networks. 


® Red Benson, on the new Crosley show, 
“Name That Tune’—NBC-TV, Monday 
nights 8 to 8:30—is in no danger of los- 
ing his job on that score. He must have 
watched every other quiz show on the 
air and studied other emcees’ techniques 
—the way Walcott studied Louis’s. 
Benson’s performance is typical of the 
show. You get the pronounced feeling 
you’ve not only heard it but seen it be- 
fore—too many times. Two contestants, 
usually a male and a female, stand before 
the microphones, to which they race from 
their seats, pulling a bell en route, and 
name tunes for a geometrically increasing 
payoff, starting at five dollars. The win- 
ner then engages in the Golden Medley, 
naming additional tunes for fifty, a hun- 
dred, two hundred, four hundred, EIGHT 


contestants 


and 
(left), with Red Benson, emcee of Cros- 
ley’s Monday night show on NBC-TV. 


TUNE-UP—Stan Sawyer 


HUNDRED, SIXTEEN HUNDRED DOL- 
LARS! 

Margaret Lindsay, former movie star, 
gives a canned commercial in the middle 
of the show in what old-time movie goers 
will remember as her female baritone. 
Among other things, she shows how the 
Crosley Shelvador—as proved by unbi- 
ased research laboratories—holds three 
times as many groceries as the doors on 
ordinary refrigerators. She also states 
that no other refrigerator manufacturer 
can make this claim. That sounds remi- 
niscent, too. 


Mail Order and Direct Mail Clinic. .. 


Questions and Answers 


By Whitt Northmore Schultz 


(Mr. Schultz conducts a mail order 
business in Highland Park, Ill.) 


Let’s take a look at some more ques- 
tions you’ve beamed to the Mail Order 
Clinic recently. 

Q. “Does food sell well by mail?” 

A. Food specialties do, yes—such as 
unusual candy, fruit cakes around Christ- 
mas, lobsters, special salad dressings, uni- 
que cheese assortments, large fresh fruit, 
and scores of other foodstuffs. When sell- 
ing food by mail, be certain you first 
have it checked by pure food and drug 
officials. And make very sure you wrap 
the foods with extreme care, including 
the use of highly absorbent material that 
will soak up the ingredients should the 
food container get smashed in transit. 
Check wrapping and boxing requirements 
on foods with your local postmaster. 


= Q. “When writing a manufacturer 
about a product of his you'd like to sell, 
what are the specific questions you should 
ask?” 

A. First, explain how and where you're 
going to promote the item: by catalog, 


eas Pe ee si oe See Awa 
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newspaper, magazine, radio, TV. Second, 
ask the suggested list price on the item, 
and what your special mail order discount 
is. You should also ask the minimum 
quantity you have to order to get the 
best discount; how—or if—the units are 
boxed in re-shippers; what the weight per 
unit is. Will the supplier prepay freight- 
in charges for you on certain size or- 
ders? How is the delivery? How fast can 
re-orders be filled and shipped? What 
are the discount terms? Does the sup- 
plier offer glossy photos, or line drawings, 
suggested copy, package stuffers? In 
brief, get all the facts, in writing, from 
the supplier, before scheduling any pro- 
motions, 

Q. “What is the minimum discount at 
which you must purchase an item to show 
a mail order net profit when promoting 
that item?” 

A. Experience shows that a 50 and 10% 
discount off the list price is the starting 
point. That is, if the product lists at 
$1, you should buy it at 45¢. If you can 
secure an even better discount, you'll, of 
course, do better on any pre-tested mail 
order item. 


Q. “Are manufacturers cooperating 


more nowadays by sharing up to half 
the cost on the initial mail order ad?” 

A. Yes. The smarter manufacturers, 
we've found, are cooperating. They real- 
ize that mail order ads on their items 
not only test the item to see if it will 
sell, but such ads also help launch retail 
sales in selected areas as well as bring 
orders direct by mail. I predict you’ll see 
more and more manufacturers sharing 
ad costs with mail order firms in the 
future. 


s Q. “Do editorials usually pull better 
than mail order ads in the same media?” 

A. Yes, with certain exceptions. Most 
people read editorial matter before they 
read ads. But just because an item is 
featured editorially, that’s no guarantee 
that it’ll sell. Certain colleagues of mine 
have received no orders from editorials 
on their products in tested media. 

Q. “Are most publications that reach 
the buying public searching for infor- 
mation on new products from manufac- 
turers?” 

A. Yes. And it’s wise for manufactur- 
ers to send “New Products” editors a 
sample, a glossy photo, and descriptive 
matter on the item. Be certain you study 
the media and the market before send- 
ing out samples, however, for the edi- 
tors, of course, are interested in only 
those items which appeal to their read- 
ers. 


Advertising Age, August 10, 1953 


Q. “Are mail order discount houses 
hurting the trade?” 

A. Not yet, to my knowledge, but they 
might. Seems everyone likes to buy at 
wholesale prices. If such a feeling is al- 
lowed to command the merchandising 
front, mail order firms not offering spe- 
cial rate discounts may find their sales 
dropping drasticaily. 

Q. “Do you know the name of a sup- 
plier of continuous mail order labels for 
insured, minimum fee, C.O.D. and ordin- 
ary parcel post shipping, with or with- 
out carbon interleaved?” 

A. Try Norton Printing Co., 608 S. 
Dearborn St., Chicago 5, Ill. This firm 
prints such labels, and other mail order 
processing helps. 

Q. “Are business reply labels author- 
ized by the post office?” 

A. Yes, but be certain to check with 
postal officials before having any of the 
labels printed. You must conform to style 
and wording. Reply labels are practical 
and economical. Instead of paying the 
cost of a reply envelope, the seller pays 
only for the gummed, printed reply label 
(and the 4¢ first class fee when the letter 
is delivered, of course) which the cus- 
tomer conveniently affixes to his own 
envelope. 

Q. “How frequently should a mailing 
list be cleaned?” 

At least four times each year, our ex- 
perience shows. 


Looking at the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising who was at one 
time advertising manager of Mar- 


shall Field & Co.) 


Here’s a good ad in a category that is 
often full of a lot of potato chips and 
sawdust—public utilities. 

This was a big ad on five columns. It 
is a fair bet that a very considerable 
percentage of readers were stopped by 
it. Not because I was, but because it 
meets a lot of the requirements and 
standards established by studious admen 
and women who have been intent on 
making advertising sell. 


® The illustration addresses and catches 
the reader willy-nilly. And it’s mighty 
hard to escape reading the heading. If 
you read that, and you’ve been the re- 
motest kind of a prospect for a laundry 
dryer, it’s ten to one you'll read the 
copy. 

And if you do, and you’re a house- 
wife, you pick up a lot of good stuff to 
help you hook and nail down the reluc- 
tant gent who earns the family cash. 

This ad creator started the copy where 
the heading left off. Didn’t change the 
subject, back-track, drag in an extra- 
neous idea, or stutter. He (or she) just 
went to work to discuss in a straight- 
forward way the thing that stopped you. 

And the copy is good. Pity it wasn’t a 
size or two larger. Not all prospects for 
dryers have eyes like eagles. 


a If it had been my ad I'd have gone 
farther. I'd have used more copy. Might 
have told approximately how many 
dealers there are of gas laundry dryers 
in the company’s territory, and how 
easy it is to get one, and maybe a little 
idea of how many women were already 


emanicipated from old-fashioned dry- 
ing. And then a little more personal, 
little stronger, urge to act. 

A shift in layout to get bigger type 
(and maybe transpose heading and big 
art), and more selling! Not much to 
criticize in this corker ad. Here is an 
excellent example of fusion of headline 
and illustration and reader. 

It’s certainly a pleasure to see a good 
public utility ad! 
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John, are a happy, well-oriented family. They 


bear the stamp of success, the reward of hard 


work in an effort to achieve comfort and security. 


GRAYSON AND ELINOR McGuIRE, sons Mickey and 
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As Negroes, they are especially aware of the dy- 
namics of social and economic progress which have 
helped them and all 15,000,000 colored Americans 
become a $15,000,000,000 market. 


Do you recognize this family? 


O you recognize the McGuires in your 

market and media plans? Do you in- 
vite them—directly—to buy your product 
or service? As Negroes, they are part of 
a prospering minority, part of America’s 
fastest growing market. Signs of their 
progress are all around us. You too must 
have observed it—Negro urbanization; bet- 
ter education; upgrading in jobs; and 
growing incomes—all substantiated by 
government reports. 


You can recognize the McGuires with a 
direct invitation to buy—by advertising 
your product or service in a Negro news- 
paper—as many top national advertisers 
are doing regularly. The McGuires, like 
2,000,000 other families, read a Negro 
newspaper each week. Your buying invita- 
tion in these newspapers maintains present 
brand loyalties and develops new customers 
for you. 


ASSOCIATED 
PUBLISHERS, 


166 W. Washington St. 
Chicago 2, Ill. 
ANdover 32-6343 


BASIC MEDIA REPRESENTED BY API 


31 West 46th St., N.Y. 36, N.Y. 
JUdson 2-1177 


BALTIMORE, AFRO-AMERICAN 
BIRMINGHAM, MIRROR 
CHICAGO, DEFENDER 
CINCINNATI, LEADER 
CLEVELAND, CALL AND POST 
DALLAS, EXPRESS 

DETROIT, MICHIGAN CHRONICLE 
FORT WORTH, MIND 
HOUSTON, INFORMER 

KANSAS CITY, THE CALL 

LOS ANGELES, THE EAGLE 
LOUISVILLE. DEFENDER 
MEMPHIS, TRI-STATE DEFENDER 
MINNEAPOLIS, SPOKESMAN 


PHILADELPHIA, 


More Advertisers Use Negro Newspapers Than Any Other Medium Designed for Negro Families 


NEWARK, NEW JERSEY AFRO-AMERICAN 
NEW ORLEANS, LOUISIANA WEEKLY 
NORFOLK, JOURNAL AND GUIDE 


f{AFRO-AMERICAN 
|THE TRIBUNE 


RICHMOND, AFRO.AMERICAN 
SAVANNAH, TRIBUNE 

ST. LOUIS, THE ARGUS 

SAN FRANCISCO, SUN REPORTER 
ST. PAUL, RECORDER 

TAMPA, FLORIDA SENTINEL 
WASHINGTON, AFRO-AMERICAN 


[AFRO-AMERICAN 
NATIONAL 1 CHICAGO DEFENDER 


API newspaper coverage of the Negro mar- 
ket—largest ABC circulation in the field— 
extends into 26 major urban areas with 
3,000,000 consumers. But coverage is a 
timid word. API newspapers mold and 
move Negro communities, influence Negro 
families. Case histories prove this is why 
increasing numbers of important national 
advertisers include API newspapers in 
their market and media plans. Command- 
ing loyal readership as champions of Negro 
social and economic progress, they enjoy 
exceptional readership (70‘% to 100% for 
all pages, both men and women, a survey in 
one of America’s prime markets disclosed). 
They’re exclusive in the sense that they 
are the only papers written in terms of 
Negro interest, for and about Negroes. 


For an eye-opening appraisal of a market 
larger than Greater New York, ask for 
your free copy of the booklet “Quick Facts 
about Selling the Negro Market.” 
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THE McGUIRES ENJOY GARDENING ... outdoor living gener- 
ally. Like all other Negro homeowners, they are po- 
tential buyers of many utility and leisure items. 


above: Fifteen-year-old high 
school senior Mickey McGuire 
plans to study law after under- 
graduate work at Dartmouth, 
Dad’s alma mater. The number 
of college-trained Negroes has 
increased 54.9% in the past ten 
years. Here, he and John, 6, ex- 
amine their stamp collection. 


Lert: Mrs. McGuire wouldn’t have 
needed her dietetics courses at 
Howard University to know 
what suits her boys most in mid- 
afternoon—a snack! This moth- 
er-businesswoman is Secretary 
of her husband’s undertaking 
firm. 37% of Negro wives are 
employed. 
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Advertising Age, August 10, 1953 
This Week in Washington... 


Inspection of Food Plants Okayed 


Network Gross Time Charges 
Source: Publishers Information Bureau 
NETWORK RADIO 
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June June Jan.-June Jan.-June 
; 1953 1952 1953 1952 
| ae eee ©. Shen a eee to reimburse the jv erican Broadcasting Co. ......$ 2,110,958 $ 3,001,314 $15,353,074 $19,403,716 
: | ota ¢ ost Office for carrying their mail. | columbia Broadcasting Syst 5,220,143 4,629,254 31,281,720 29,640,429 
. | Wasuincton, Aug. 6—Among This means about $36,000,000 of oy he sata gy ,y yoy : 
‘the final bills to clear Congress |; SVU; | Mutual Broadcasting System .... 1,807,206 1,632,977 11,174,831 10,262,680 
| eee he ad. come for the department, and National Broadcasting Co. ....... 3,979,471 3,708,014 24,732,789 24,183,934 
|before adjournment was the ad- that much less of a charge against | Total .cccccsccssissssnsnseeenvere $13,117,778 $12,971,559 $82,542,414 $83,490,759 
“ministration “must” bill, H.R. 5740, its paying patrons. The department 
restoring authority for the Food & qiso will be compensated for car-| NETWORK TELEVISION 
Drug Administration to inspect | rying congressional mail. Contrary American Broadcasting Co. ......$ 1,597,253 $ 1,279,985 $ 9,866,205 $10,717,768 
food, drug and cosmetic factories.’ to widespread impression, con- Columbia Broadcasting System 7,399,078 5,385,820 44,205,527 32,451,094 
| This bill grants a power which’ gressional mail actually is a very DvMont Television Network ...... 803,848 749,497 5,388,066 4,489,771 
-had been exercised several years small item. Experts believe it National Broadcasting Co. ........ 7,249,395 5,794,534 45,044,048 40,957,481 ; 
until the Supreme Court ruled last totals no more than $1,500,000. | Tete! $17,049,574 $13,209,836 $104,503,846 $88,616,114 f “ 
fall that the agency could not force 4) ruif 
its way into a factory without per- e bd ° ane a — san BY — thaie = 
_mission of the owner. The movie industry’s spectacu-. ota . 
Although President Eisenhower lar drive for repeal of the 20% ee women ‘a * Se * ae Sa * See t ey 
recommended passage of the bill| admissions tax was spiked at the | poate - se 2797,544 5,526,360 1,974,699 4,342,082 14,640,685 Os ances 
a ; buried in White House. Ra enthesesantotese . P ” P y - ¥ b if 
last January it remained AEE iiasioartiiains 2,637,364 5,375,243" 1,974,359 4,196,009 —-14,182,975 13 
the House interstate commerce! Theater operators had done a May .... 2,593,923 5,333,481* 1,994,358* 4,141,070  14,062,832* 
committee. It was one of the spe- wonderful job of convincing Con- June ....... 2,110,958 5,220,143 1,807,206 3,979,471 13,117,778 
cific items mentioned in the fa- gress that the repeal was necessary | WOOD  sesivicisiarts $15,353,074 $31,281,720 $11,174,831 $24,732,789 $82,542,414 Re 
mous White House telecast featur- for their survival. But they never | 
‘ing the President, Attorney Gen-|got to first base at the White House, | NETWORK TELEVISION TOTALS BY MONTHS | | 
‘eral Brownell, and _ Secretaries|where President Eisenhower is all ABC CBS DuMont NBC Total N 
| Hobby and Humphrey. for getting the federal budget into PONE sceisscsesis $1,664,892 $ 7,052,395 $ 982,794 $ 7,558,448 $ 17,198,529 j Bre 
oie surtace, the ill appeared balance ae tee oe fee oe Oe 
You can search ‘to be non-controversial. Actually| Probably, members of Congress maa 14 40.597 77701 81 ‘81 9.398 7, a 8 40° 17,720,036" joys 
there was quite a lot of opposition, suspected Ike would field the in-/ 40)" y’g13'985 7.622.432 «864,870 -—«7,987,065* 18.288,352* the 
the country particularly from spokesmen for | dustry’s pop-up. In any event, both |j,.. 1,597,253 7,399,078 803,848 7,249,395 17,049,574 tion 
over... retail drug associations, who pro-|Houses were mighty unconcerned | total ............. $9,806,205 $44,205,527 $5,388,066 $45,044,048 $104,503,846 and 
tested that inspectors should not|when they pushed through the re-/|*Revised as of July 28, 1953 C 
‘be permitted to enter drug stores|pealer, which would have clipped poe 
uninvited. , $100,000,000 from the government’s | phe most significant legislative de-| both now have firm Republican are 
__ As it cleared the House, the bill | income. velopment for marketers was a majorities. Incidentally, the ap- KT 
clearly exempted drug stores. On| The Senate even rigged up an| negative one—the refusal of Con- pointment of former congressman and 
Monday, however, the Senate|informal truce which enabled the| gress to appropriate $11,500,000| John Williams Gwynne (R., Ia.) T 
passed an expanded version which | movie tax repealer to slide through | needed to take the 1953 censuses of last week to replace Stephen Spin- wh: 
. East, West, Stated that druggists’ records unencumbered by entangling business and manufactures. garn on the FTC swept through j soo! 
North, South ‘should be available for inspection. /amendments giving similar relief e e e the Senate less than 24 hours after . Ark 
“ shyt | With the session in its final hours,| to other harassed industries. While the spotlight was on Con- it was submitted. When Mr. j Tar 
the Senate eventually gave way. e e e gress most of the time, the new Gwynne takes office Sept. 26, FTC Pa. 
In its finished form, H.R. 5740 is’ Distillers also failed to put %ministration was busy taking will have three Republicans and Por 
... from oceanto |@ factory-inspection bili—and) |». ough their legislative project— |firm control of independent gov- two Democrats. The nomination of ‘ Cal 
. ., nothing else. : -n4 ernment commissions. Republicans Robert J. Dean to replace Paul KF: 
ocean if you wish | H.R. 5407, extending the bonding : . 
e e e ‘period from eight to 12 years. Sey. took the chairmanships of all the Walker on the FCC had been { Hor 
Pa ideale ate last eral industry leaders pushed this T@9Ulatory groups. Federal Trade cleared by the Republican National N. ¢ 
Rarity, tng ong yini agri gg og tO through the House, warning Commission and Federal Com- Committee, but failed to reach i Po 
week for two major changes in that failure to extend the bonding ™unications Commission each got Capitol Hill before Congress ad- t Spr 
Post Office bookkeeping which "ia" Jature (0 exe Ca T two new Republican members and journed. - §6©Gre 
‘will relieve mail users of liability PeTiod would force them to dump Qui 
for nearly $120,000,000 of the de- large quantities of eight-year-old i WT 
partment’s expense. whisky onto the market. The bill 
By withholding its objections, ied in the Senate finance commit- ( boi 
Congress permitted Reorganization tee. It remains to be seen whether ‘ 
Plan 10 to become effective. This the “dumping” will take place. AT LOWEST PRICE agr 
4 weal means that hereafter the Civil ° 8 IN TV HISTORY ! . 
and youl never = Aeronautics Board, rather than the About the only item of regula- ing i msec 
find Post Office, will be charged with tory legislation cleared by Con- a 
services and the airmail subsidy totaling about gress was the Inflammable Fabrics 5 
$79,000,000. Act. Under this law, the Federal y Ne 
_ Congress also sent to the White Trade Commission is given specific into your TV spots at economy rates. } I 
‘House without debate H.R. 6281, orders to prevent interstate ship- Send in your Storyboards for quotes } N. 
sponsored by Rep. Ed Rees (R., ment of inflammable garments snahaire: Salar 144% Beastie MARAMRL EE: Colic Aes and 
with Pontiac's Six Kan.), which requires govern- such as cowboy suits, sweaters, etc. C ’ » Cru AGE fall 
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EDMUND S. WHITMAN, who joined United 
Fruit Co., New York, in 1921, has been 
promoted to public relations director. Mr. 
Whitman will continue to supervise the 
operations of the company’s institutional 
advertising and publicity department. 


133 TV Affiliates 
Reached by NBC; 
11] Are on the Air 


New YorK, Aug. 6—National 
Broadcasting Co. has added 21 
ew TV stations to its network for 
a total of 133, of which 111 are on 
the air. This includes seven sta- 
tions in Canada, Hawaii, Mexico 
and Cuba. 

Of the 21 U.S. stations added re- 
cently, three are on the air. They 
are WHIZ-TV, Zanesville, O.; 
KTYL-TV, Phoenix-Mesa, Ariz., 
and KROC-TYV, Rochester, Minn. 

The other new affiliates, all of 
which are due to begin telecasting 
soon, are KFSA-TV, Fort Smith, 
Ark.; WSUN-TV, St. Petersburg- 
Tampa; WTPA-TV, Harrisburg, 
Pa.; KIDO-TV, Boise, Ida.; WPMT, 
Portland, Me.; KHSL-TV, Chico, 
Cal.; WDAK-TV, Columbus, Ga.; 
KFSD-TV, San Diego; KONA-TV, 
Honolulu; WISE-TV, Asheville, 
N.C.; WKNY-TV, Kingston- 
Poughkeepsie, N.Y.; KYTV, 
Springfield, Mo.; WGVL-TV, 
Greenville, S.C.; WGEM-TV, 
Quincy, Ill.; KVOA-TV, Tucson; 
WTRF-TV, Wheeling, W. Va.; 
WKJG-TV, Fort Wayne, and 
WECT-TV, Elmira, N. Y. 

NBC also has signed a working 
agreement with WKJF-TV, Pitts- 
burgh. The u.h.f. station will be a 
secondary affiliate, carrying pro- 
grams not seen on WDTV. 


New Church Magazine to Bow 

Pulpit Digest Co., Great Neck, 
N. Y., publisher of Pulpit Digest 
and Pastoral Psychology, in the 
fall will begin publication of a new 
quarterly, Protestant Church Ad- 
ministration & Equipment. The 
magazine will be sent to a con- 
trolled circulation of 180,000 Pro- 
testant ministers throughout the 
U.S. A b&w page will be $1,600, or 
$55 an inch. Allan E. Shubert Co. 
represents Pulpit Digest publica- 
tions. 


Ohio Industrial Admen Elect 
Robert J. Niederhauser, sales 


promotion manager of Harris-Sey- | 
bold Co., Cleveland, has been elec- | 


ted president of the Cleveland 
chapter of the National Industrial 
Advertisers Assn. Other officers 
elected are Douglas O. Yoder, pres- 
ident, Yoder Co., Ist v.p.; Gearold 
E. Sams, Perrygraf Corp., 2nd v.p.; 
John B. Hickox, Belden & Hickox, 
secretary, and Richard L. Burt, 
Yoder Co., treasurer. 


NBC Transfers Shea 

Hamilton Shea, general mana- 
ger of WTAM and WNBK (TV), 
NBC’s owned and operated stations 
in Cleveland, has been named to 
fill the same post for the network’s 
key stations in New York, WNBC 
and WNBT. He replaces Ted Cott, 
new operating v.p. of the NBC ra- 
dio network. Ernest De La Ossa 
continues as station manager of 
WNBC and WNBT. 


Meyberg Promotes Atwater 

H. G. Atwater, product manager 
and representative of the major 
appliance division of Leo J. Mey- 
berg Co., San Francisco distributor 
of RCA appliance products, has 
been promoted to advertising and 
sales promotion manager. 


WICU Wins TV Promotion; 
Petry to Represent Station 


WICU, Erie, Pa., television sta- 
tion of the Erie Dispatch, has cap- 
tured first place in a nationwide 
promotion competition for televi- 
sion stations recently conducted by 
Block Drug Co., Jersey City, for 
its program “Danger,” over the 
CBS-TV network. Winning entry 
was a three-week “Dangerous Mo- 
j|ments” contest for TV viewers, 
| won by Mrs. C. M. Zimmerman, 
| Meadville, Pa. 
| Edward Petry & Co., with main 
offices in New York, will become 
| the national sales representative 
of WICU, effective Aug. 18. 


Wagenvoord to WONS 


Fred W. Wagenvoord, formerly 
general manager of KCRG, Cedar 
Rapids, Ia., has been named gener- 
al manager of WONS, Hartford, 
Yankee-Mutual network outlet. 


Promotes William A. Weaver 

William A. Weaver, assistant 
treasurer and media director of 
Griswold-Eshleman Co., Cleve- 
land, has been elected a director of 
the agency. 


Stemar Co. Expands 


Stemar Co., 35 E. Wacker Dr., 
Chicago, producer of point of sale 
displays and sales training aids 
and manuals, has leased addi- 
tional floor space adjoining its 
present offices, and has added 29 
staff members. Walter Jay Ste- 
phens, a v.p., has been elected ex- 
ecutive v.p.; Arnold S. Watson, a 
v.p., has resigned to enter his own 
business; Wesley Summerfield has 
been promoted to the sales engi- 
neer staff; Rec Rogers has been 
named manager of the production 
department, and Nicholas Heinz 
has been made chief text writer. 


Leeds & Northrup Boosts 2 

| |. Melville Stein, executive v.p. 
‘of Leeds & Northrup Co., Phila- 
delphia maker of electrical meas- 
uring instruments, has been eiec- 
ted president. He succeeds Charles 
'S. Redding, who has been named 
| CERES of the board. 


Joins Advertising Syndicate 
Jacqueline M. Dodge, formerly 
associated with WDTV, Pittsburgh, 
has joined the Advertising Syndi- 
cate of America, Pittsburgh, as an_ 
account executive. 


Goodrich Promotes Roberts 


Harry N. Roberts, since 1946 
manager of battery and spark plug 
sales of B. F. Goodrich Co., Akron, 
has been promoted to manager of 
B. F. Goodrich-brand petroleum 
company tire sales, for the com- 
pany’s newly formed tire and 
equipment division. — 
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PROMOTION MANAGER 


Major manufacturer of household equipment with 
$1,500,000 consumer schedule needs real adminis- 
trator to head up fifty-person department. Hard- 
goods background essential. Age 33-37 preferred. 
Send detailed resume. Write Box 592, Advertising 
Age, 801 Second Ave., New York 17, N. Y. 


We produce the 
UNITS ond METAL PARTS plus 
IDEAS and WORKING MODELS 
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by THE DAILY OKLAHOMAN 
than any other SOWMDAY 


If you want to open more pocketbooks, use the 
newspaper that opens more doors than any Sunday 
newspaper in the Southwest — even in Texas! It's bigger 
than any Sunday newspaper in Houston, Dallas, 

Fort Worth or San Antonio. 


The locally-edited, locally-printed Sunday Magazine 
section of The Daily Oklahoman blankets a rich 

market that “‘national” Sunday supplements completely 
miss. None covers as much as 2% of Oklahoma homes. 
Wrap up 
SUNDAY NEWSPAPER in the Southwest. 


The Oklahoma Publishing Co. @ The Farmer-Stockman 
WKY Radio and WKY-TV @ Represented by The Katz Agency 


spaper in the Southwest! 


the Oklahoma market with the BIGGEST 
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Names Cunningham & Walsh 


Greist Mfg. Co., New Haven, has 


ed teen h Welan Sales and PR Notions... 


New York, to handle a broadened 
campaign in the home sewing 
field for its sewing machine at- 


tachments. 


| 
|e Union Pacific Railroad is dis- 
‘tributing 50,000 copies of “Train 
TRAINED SALESMEN Travel Tips” to travel bureaus and 
MAKE MORE MONEY the road’s traffic offices. The 21- 
.+.forthemselves (page pamphlet contains informa- 
and their companies tion on 25 aspects of train travel. 
—-# Teo oe Purpose of the booklet, accord- 
to make more money bY ing to the introduction, is “to give 


ELMER WHEELER 


‘Sell the sizzle 
not the steak!"’ 


on! at ag pr ame . 1 n ' 
echnique. In the pas’ rs 
peng pee A the infrequent traveler informa 
105,000 selling word tion that will make the journey 
combinations and sure- 4 ; A 
fire selling steps for hundreds of famous tor. fully enjoyable.” It also is deli- 
rations; Sears; Parker Pen; Ca ac; Rem- |... » ate - 
fasten Rand; Dumont; and many others. cately slanted to lead the unde 
You can learn about the Wheeler Way to suc- | cided traveler to specify U. P. 
cessful selling. MY HOME STUDY SALES) 
TRAINING COURSE sesenes Bow ° eel, pew | 
t ke € money with less effor r 
iotaw ten ‘tee details—group rates available. e Lennox Furnace Co. Marshall- 
ELMER WHEELER SALES TRAINING INSTI- town, Ia., has brought out a 24- 
TUTE, Home Study Division Dept. AA-65, ‘ 
Chicago 11, m1, page catalog of sales promotion 
‘and merchandising tools available 


664 N. Michigan Ave. 


OF QUAD-CITIANS 


live on the 
Illinois Side in 


ROCK ISLAND 
MOLINE 
EAST MOLINE 


Zhe ROCK ISLAND Vagus 


i 
‘ 
i 
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Merchandising Devices 


to its dealers. Offerings vary from 
premiums and sales brochure 
binders to painted signs to be 
mounted on delivery trucks. 
Previously, Lennox issued sep- 
arate promotion sheets for each 
device, but learned that this in- 


volved many mailings and that}. — 


dealers often lost the sheets. The 


catalog is to be replaced by a new | | 


edition each spring. 


e Liquor distributors in six west-|' 


ern states recently were puzzled 


when unidentified packages con-|' 


taining a wooden model of an os- 
trich egg arrived. Each package 
was inscribed with the name of 
the dealer and a cryptic, “are you 
going to hatch a winner or lay an 
egg?” 

Several days later the explana- 
tion arrived with promotional ma- 
terial from Frankfort Distillers 
Corp. It consisted of a cardboard 
ostrich wearing horn-rimmed 
glasses and the legend, “looking 
for a better buy.” The pitch went 
on to explain ad plans for Paul 
Jones whisky. 

Frankfort claims it had intended 
to send real ostrich eggs, but could 
find only three in the U. S. and 
didn’t have time to fly the other 
27 needed from Australia. 


e Attention of Kleenex dealers— 


COMIC COME-ON—International 


Cellu- 

cotton Products Co. sent this four-page 

“Kleenex News” to tell dealers that Klee- 

nex has bought time on the Arthur Godfrey 
show. 


ropolitan Sunday Comics Group 
strips. 

The two inside pages announced 
that Kleenex has bought part of 
the Arthur Godfrey morning TV- 
AM program and that the “Little 
Lulu” comic strip character will 
continue to plug the product. Re- 
prints of “Terry & The Pirates,” 
“Joe Palooka,” and “Li’l Abner” 
were used on pages one and four. 


e Aug. 24 through 29 will be 
Lollipop Week, but not the candy 
kind. Modern Globe Inc., Grand 
Rapids manufacturer of Lollipop 
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Porter Urges Study 
of Ad Penetration 


Instead of Audience 


Des Mornes, Aug. 4—Radio and 
other media should spend less time 
on audience measurement and 
more time in research to find out 
the penetration of the commercial 
message within that audience. 

This is what Arthur A. Porter, 


> v.p. in charge of media for Leo 


Burnett Co., Chicago, told the an- 
nual meeting of the Iowa Broad- 


casting Assn. last week. 


The advertiser today, he said, 


mi has pretty accurate information on 


how many people he can reach 
through a medium, but he is not 
in a position to calculate how much 


Z/he is getting for his advertising 


dollar in terms of how many peop- 
le who read a magazine or watch 
a radio or TV show also see the 
commercial. 


a Mr. Porter pointed out that ad- 
vertising competition and adver- 
tising costs have gone up tremen- 
dously since 1939, and that the ad- 
vertiser must make each dollar he 
invests work harder now than it 
had to before to get the same sales 
results. 

Also, since 1939, he said, a com- 
munication revolution, chiefly be- 
cause of television, has taken 
place, and the advertising man is 
no longer sure that the rules he 
has learned still apply. Not only 
has there been a great increase in 
competition between media, but 
the public is changing its listening, 
reading and viewing habits, Mr. 
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were 
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BARNEY CORSON, sales promotion man- 
ager and director of market development 
of Tidy House Products Co., Shenandoah, 
la., has been promoted to merchandising 


director. 


, dealers, 


British Admen 
Enjoy 3-D Ads 


the production involved in both 
editorial and advertising use of | 
3-D. 

The method is simplified for use 
by large-circulation media here by | 
the fact that most copies are de- 
livered by news dealers. Conse- 
quently, the viewing spectacles 
can be delivered in bulk to the 
and are enclosed with 
copies or handed out as the maga- 
zines are sold or delivered. It 
/would probably not be feasible to 
-attach the spectacles to the maga- 
zine mechanically. 
| Picture Post has added a premi- 
um of £400 to its color page rate 
of £1,600 for three-dimension ef- 
fects. There is also a charge for| 
viewing spectacles. 


| ee Promotes Dittemore 

| Paul L. Dittemore, in the edi- 
torial and business office of Miller 
Publishing Co., Minneapolis pub- 
lisher of Northwestern Miller, | 
Feedstuffs, American Baker and 
Milling Production, has _ been 
transferred to the company’s east- | 
;ern states sales and editorial of- 


“Things look good on WC 


BSTV 


Se 


-Piel’s Beer 


for instance. . 


in Picture Post’ 


‘fice in New York. 


*Total viewer impressions per week, ARB, July 1953 


Lonpon, Aug. 4—British adver- 
tisers have climbed on the 3-D_ 
magazine advertising bandwagon | 
with enthusiasm. 

Ever since Picture Post, the il- 
lustrated weekly with over 1,000,- 
000 circulation, kicked off three- 
dimension editorial and advertis- 
ing display with its June 20 issue, 
advertising and agency executives 
have been studying the merchan- 
dising opportunities offered by the 
novel presentation available for 
the first time in a mass-circula-_| 
tion medium. | 

For example, Kolynos (Interna- 
tional Chemical Co.) followed 
Shell, which had the initial page 
June 20, with a 3-D page June 27, 
and promoted it so successfully to 
the trade in advance that its sales- 
men reported the best displays of 
the product ever seen in the chem- 
ists’ shops, chain stores and variety 
stores. 


s Besides advertising in the drug 
trade publications, Kolynos used a 
direct mail program very effec- 
tively. Postcards and letters, timed 
to arrive on each of the three days 
preceding the appearance of Pic- 
ture Post, stimulated trade interest 
to the extent that window and 
counter displays of Kolynos were 
everywhere in evidence. At the, 
same time, the company promoted | 
a new package for its chlorophyll | 
toothpaste, including a special deal | 
for the replacement of the product 
in the old pack. 

Gordon Rimmer, advertising | 
manager of Kolynos, and Alan | 
Whitmore, his assistant, told AA) 
that the results of the advertising | 
were highly satisfactory. The 3-D 
ad in Picture Post was aided by 
the ad carried on the color-filter | 
spectacles distributed by the mag- | 
azine featuring Kolynos as “out- | 
standing for whiter teeth, sweeter | 
breath.” Colman, Prentis & Varley | 
is the agency for both Kolynos and | 
Shell. 


| 


® Hugh M. Thornborough, man- 
aging director, Charles F. Higham 
Ltd., the agency for Dunlop tires, 
said that the three-dimension page 
which will appear in Picture Post 
Aug. 29 is being heavily merchan- 
dised to the Dunlop sales organi- 
zation as well as to the trade, and 
the reaction has been enthusiastic. 
Both trade publications and di- 
rect mail are being used in this 
drive. 

George Cooper, advertising di- 
rector of Picture Post, said that 
while the idea of three-dimension- 
al illustrations in editorial and ad- 
vertising pages had been tried ex- 
perimentally, it had been so suc- 
cessful that at least two fall is- 
sues will carry this feature. The 
magazine prints its editions in its 
own plant, and has handled all of 


For House Magazines of Distinction 


To help you achieve a house magazine that really 
stands out, Champion offers you a choice of coated 
and uncoated papers—modern papers that are bound 
to make a good impression... that have proved they 
will take a good impression by letterpress, offset lith- 


ography or gravure printing. 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 
Cincinnati, Atlanta, Dallas, and San Francisco. 
WHATEVER YOUR 


PAPER PROBLEM... 


it’s 


TRADE -MARK 


Symbol of Quality 


Illustrated is the June issue of The Loa, 
Champion's monthly employee magazine Por 


your copy, write our Advertising Department, 


Hamilton, Ohio. 


a 


A CHALLENGE TO CHAMPION 
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A MEW HTAMOAEO OF PeRrECcTIONm 
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SEVEN-FOOT TEST—Part of Foote, Cone & Belding’s test campaign for Armour & Co.’s urban bus lines to cover most of the Chicago metropolitan area. At right, bus riders = —onehelpbet re 
Crystar aspirin for children (AA, July 20) is this full-color car card which is seven are offered a form which is redeemable for a free sample of the aspirin product at Ay Steet peta Een 
feet long. The cards have been placed on Chicago motor coaches as well as all sub- drug stores in Chicago and its suburbs. eran mate 


NEW TRADEMARK—Bakelite Co., division 

of Union Carbide & Carbon Corp., is using 

pages like this in consumer publications 

to boost its new trademark Krene, replac- 

ing the old name Vinylite. J. M. Mathes 
Inc., New York, is the agency. 


6uUGaR- TOASTED 
putes OF wheal 


FRONTIERSMEN—Heading for a roundup at the annual Cheyenne Frontier Days . 
celebration are these wranglers who went out West as guests of the Denver Post. ). CORMAN WALSH § WDEL ( 
POINT OF SALE—Kell ra ing this plastic fi 9 of eale etteaiien- Left to right are Thomas E. Broniff, president of Braniff International Air Ways; ; an Comager o 

getter in eastern poe as aides be haan Sale caaekieeds wenat ry James F. Cox Jr., general advertising manager of the Post, and William J. Schmitt, and WDEL-TV, Wilmington, has been named 


: : ti -p. of John Gilbert Craig Ad- 
introduced (AA, July 27). The “~— ——— by Plastic Fabricators Co., executive v.p. of Moloney, Regan & Schmitt. ile the Wilmington, pe ay 1. ry 


A Soo Line Land 
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COVERAGE—Russell Birdwell, Hollywood publicist and agent, took this way to intro- 
duce a new star on the Hollywood scene. The page at left appeared on the back 
cover of the Hollywood Reporter and the lovely legs appeared the same day on the 
BUT NOBODY—With the theme “Nobody serves the Upper Mid- full-color map constituting eight pages in Traffic World. It also back cover of Daily Voriety. oe Miss Shane was offered two long-term film 
west like the Soo,’ Minneapolis, St. Paul & Sault Ste. Marie R.R. will appear in the October issue of Railway Freight Traffic. contracts from Universal International and Warner Bros. 

Co. (Soo Line) has launched a new campaign starting with this Knox-Reeves, Minneapolis, is the Soo Line agency. 
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SHOULDER SELLS SOAP—Lois Fahsbender scrubs a pretty shoulder to show off Wris- : : 

ley soap to best advantage in a 60-second TV film commercial. Sarra Inc., Chicago, SPORTSMEN—Jim Mitchell (third from left), editor of Hunting & manager for Hunting & Fishing; Jim Ryan, Kenyon & Eckhardt; 

made the film for Allen B. Wrisley Co., Chicago. Miss Fahsbender’s shoulders won Fishing, seems well pleased with the cocktail party which was Mr. Mitchell; Don Maggini, vice-president of Kenyon & Eckhardt; 

sut over those of 75 other girls who competed for the bathing role. Earle Ludgin given in his honor by New York friends recently. Flanking Mr. Pete Marron, Warwick & Legler, and Hal Sieber, also of Kenyon 
& Co., Chicago, is the agency. Mitchell (left to right) are Paul J. Caravatt, eastern advertising & Eckhardt. 
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LE, ae OD iad 


le your picture | 
n the opposite 


Even if it isn’t, we bet you look at Photographic Review every week 
— because you might see yourself and because you do see people 
you know and work with. You see— 


Nothing interests people like themselves! 


@ Nothing interests people like themselves, 
their neighbors, their community, their 
friends—preferably pictures of them. This 
basic fact is true of the advertising fra- 
ternity—that’s why the Photographic Review 
is always one of the best-read features in 
Advertising Age. 


This basiv fact is also true of the Sunday 
magazines available to national advertisers. 
Here, too, nothing interests people like them- 
selves. Which is why Mighty METRO is the 


Nothing sells people 
like METRO 


MIGHTY METRO magazines are individually owned, 
edited and distributed by these leading American newspapers: 


BALTIMORE Sunday Sun Magazine 
BOSTON Globe Pictorial 

and/or Herald Rotogravure Section DETROIT News Pictorial 
BUFFALO Courier-Express Pictorial 
CHICAGO Tribune Picture Section 
CINCINNATI Pictorial Enquirer 


CLEVELAND Plain Dealer Pictorial Magazine MILWAUKEE Picture Journal 
DES MOINES Register Picture Magazine 


and/or Free Press Roto Magazine 
HOUSTON Chronicle Rotogravure Magazine PHILADELPHIA Inquirer Magazine — Today 
INDIANAPOLIS Star Magazine 
LOS ANGELES Times Home Magazine 


national advertisers’ best, basic Sunday buy. 

Consider local impact, for example. Mighty 
METRO has far more local impact than any 
other Sunday magazine because it’s individ- 
ually edited by each of its 27 different member 
papers — packed with pictures and stories 
of local interest. (52% of the editorial content 
of Metro is local. ) 


Consider retail linage. Among national 
mass magazines, only Mighty METRO carries 
the ads of hundreds of retailers who are, 


MINNEAPOLIS Tribune Picture Rote Magazine 


NEW ORLEANS Times-Picayune & States — Dixie 


NEW YORK News Coloroto Section 


PITTSBURGH Press Roto Magazine 


after all, the key customers of the national 
advertiser. 

Or consider circulation. Among national 
magazines Metro has by far the biggest cir- 
culation, the biggest magazine circulation in 
the world — over 14,000,000 every Sunday! 


Just as surely as the Photographic Review 
in Advertising Age gets more noting and 
reading among advertising people, so, too, a 


national advertiser’s message in Metro gets 
more readership, more action — every time! 


35,000,000 
READERS 
EVERY SUNDAY 


ST. LOUIS Globe-Democrat Magazine 
and/or Post-Dispatch — Pictures 
ST. PAUL Pioneer Pictorial 
SEATTLE Times Pictorial Section 
SPRINGFIELD Republican Rotogravure Section 
SYRACUSE Post-Standard Pictorial Gravure Magazine 


PROVIDENCE Journal Mogorine—The Rhode Islander WASHINGTON Star Pictorial Magazine 


Metro Group Editorial Bureau (New York) MUrray Hill 9-8200 


METROPOLITAN SUNDAY NEWSPAPERS, INC. + Sales Offices for Metro Magazines and Metro Comics... NEW YORK: MUrray Hill 9-8200 
CHICAGO: WHitehall 4-2280 + DETROIT: TRinity 2-2090 * SAN FRANCISCO: GArfield 1-7946 + LOS ANGELES: Michigan 0259 


. 4 PEER Bass Sa ke 4 fuiig soeite. hf ay Co ee Aaa NI, 3 et Ricemrentel 2) 3 aa aa a a ta £ tea Nelet , 225 Mae ey aie ay Soe PY VA Sa ag ae Ep ne gs Bees bry ee oe tS ee en oe ee eee i TE NI eee ye eens i See ee eee a oe 
Fike SRE Maeay OTR S 6 irae Pe SR ORNS to reine ta 5 geno WER reece O52 286 Fy y's 5 pe ance a ty 6-9) Earn see ane cri ta a meee RR hate Heh AR ey | ee er AS te eva ee rs Oa eT Py Ses See 
aie, setae, See viele ste x. \ C %, fi Bare Pt tony Fa ° By PO ay oe” Ne nd wie oe eer” OF yh Nee ie 4 “7 get td +4 Sys Lae mes m4 li ie ae ae PS) an Boe A z Wi ie oy aS Sar, at Me ce aes Pe Ps yt ae tah, a Ree oe oa 
ies {ep beasts cs ee a te ee f ' AS ae <i Pee Pox ae x WA ae A OR z Lo i ae ake, hye eae 5 ae oe * fn ot pa ae Coan eae Ace Riel otis Baro UG gue aad Ae eee met ae ed ae = © Recarinihd gio er tees ie ne oe BS ie aek if Ses Pe ate 
ype. Sere sg PER SU BSc pei A ate, gee nS We ane ek easy 1, Bh ewes Sere PS arg Pn ae aS wes Ne cgi ous a : ‘Chern eae ee <A re eee hee were Sees ae = par 
ee ee tod ope Sue ies AiO See A id py rae pil ; aire {re eae nT . ert Bee Ae ela a > pee . . : Hee BeOS ip 3 Bis Fate gee Sa iy eee se oa’ Sak era, : ae Sees 
yey Cerne ie ei se ic eee hs RG ue oe ORR iter. fe a : oF. Pipe geen ies ae : ne oe ag 
eae ‘ Mane: < so peers ——— - ss % ay : ays 1 Pee oy ‘ : : 5 uae pee 4 ‘ bere 
: papas o yi, Mic Ed UA eet oar oso Ch s e aneraR e, ea" ads occa ig es a Fplgeeek - . ; 5 ate rag ome ee a sn pice Carew eee eee baer A ee kee . Ree che aa oe, aa ee eo ae Sida aby or gael Re ie ees 
eS eee ee tS. ee Di il aU TS pak ec URE oy ariel Ge i a Si Ne en oa NRO Tee nee TN Wane ce oe a a Aa a aba Se Pee 
eee, cigars ete ce 1.214 aga acre ti Ps Aine , tae horas See - SR rd, ease oe he 5 BS i yp gta i ne a aay a oT age : Pog Ae s rh, Suan tie } ee gies . . ‘ cx aa es ae 
ele kee ~ : - ‘ . ene 
ic a —_— 
e 
iis 
\ te 
\ 
{ 
Pi 
ls 
+) 
i 
1) 
} 
; 
‘ 
, 
, 
‘ 
, 
( 
Dh 
i} 
} 
} Kae fo 
} oe a 
t ecru 
ee eee 
ee Spey 
/ Boe ot 
BS? ay Shits 
i; 
Bijan! SOF. 
as 
Bes se 
s | 
‘ ware 
omens a 
see at 
Pe ae 
fo a 
j 
ea Pee 
eS 
bee sae 
® ; eae 
pies 
{ RA 
f ies gi hee 
SOEs Soe: 
‘ E meres 
B ie eta rae 
tie Bi Ae ita 
Ws i 2 “hes 
aan co 
Dae i 
ray ae acu 
eee 
¥ Bi 15 
j ieee 
eet 
{ 2 eachas. Mees 
mR os a 
Z ee ee 
jek 
ee 
peeee 
ee Se i 
Ieee 
RE RR SEE 
f ee 
a eae 
ag ee 
Ets oy 
: pS ae 
b gators 
¥ yee 
Bee ards 
anny, Eee ee 
see gh the 
eas 
gael 
‘pallten eal i 
h en 
‘i 
fe he 
ted 
papa 5 
i Sis 
| TES Aawele 
oy S 
a bother é 
i‘. pe ey sate 
FOr ty 
{ es eee 
| Sheet BN 
| i pieties wal 
' é 
a as 
| i Los aia 
: is yar ca 
apes es alee 
mS eet pee 
7 4 cy, Ties . 
er aaa: 
ai oe te 
' . ~* “A, gee 
; Tl» =— ee ees 
A 
» 
’ 

Cee teu 
ae 
ake rE. 

7 
ee : 
, : 

- eee 

origi eRe * % “ge 4 ke z, Bae EPS i ii, 4? oi H - ; 3 oe tp N Ae g PS SN 3 4 e ork, : % -. : A ws on f 


THe ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 
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HELP WANTED 


POSITIONS WANTED 


~~ ADVERTISING-SALES-PROMOTION 


Quality jobs for qualified men and women. | background 


THOMAS PERSONNEL 
8 S. Michigan FR. 2-6230 
FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


|TMAGINATIVE EXECUTIVE (33) 


OPPORTUNITY—Self-starter can build 
fine business within our growing OUT- 
DOOR ADVERTISING organization. For 


INC., 353 West 57th Street, New York 19. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 8S. State Ha 17-1991 Chicago 


information write SALE POINT POSTER | 2Vallable. 


with 
in Engineering, now active 
n Advertising, Radio & TV Publishing 


i 
Chicago (editing, writing, adv. sales and promo- 
~ | tion, programming, circulation, 


produc- 
tion, layout, art, etc.) has good solid 
contacts in Rochester, Buffalo and Syra- 
cuse with DJ’s, Talent, Publicity and 
Promotion Mgrs. and other station per- 
sonnel as well as advertising agencies. 
Smart, modern 3 room office in down- 
town Rochester, fully equipped, also 
Readymade setup for firm 
looking for area representation with re- 
gional office in Rochester. Prefer pack- 
age deal but will consider services only 
and relocating. 
Box 5876, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y¥. 


RADIO-TV DIRECTOR 
Experienced creative man, with contacts, 
to head growing department in well- 
rated Chicago agency. Unusual opportu- 
nity for men who can develop new busi- 
ness. Confidence respected - write fully. 

Box 5881, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ll. 
MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 43-4424 
BANKERS BLDG. CHICAGO 11, ILL. 


BARNARD 
A service for employers and applicants in 
the fields of advertising and publishing. 
Office and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, IL 


Veteran 20 years newspaper and metro- 
politan radio including 15 years news 
editor-announcing and special program 
writer 50 KW clear channel Chicago sta- 
tion, yet just turned 43, seeks public 
relations connection corporate or agency 
field. Prefers Chicago area but would re- 
locate under favorable’ circumstances. 
Chicago area weekly minimum $200. 

Box 5879, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, IL 
INDUSTRIAL ILLUSTRATOR seeks op- 
portunity. Render in all medium, Tech. 
illust., blk & white, color photo retouch. 
Had gen. agcy. experience. Prefer to spe- 
cialize. 30 years old, family. Will relocate. 

Box 5877, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING PERSONNEL 
Confidential service for 
employer and applicant 
DRAKE PERSONNEL 


Suite 1009 
7 W. Madison + Financial 6-2100 + Chicago 2, III. 


ACCOUNT EXECUTIVES 


(able to secure business) 
WANTED 


Financially sound and recognized 
agency has attractive proposition for 
the right men. 

Box 593, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


| POSITIONS WANTED 
FOR A LOS ANGELES ADV. AGENCY 
|Me and my fat file of “Valuable Coins” 
| data will furnish lead-in copy that com- 
i= readers or TViewers to held still 
ong enough to let you land your selling 
copy punch. Any product, any service 
attentionized by my “MONEY TALKS” 
|which feature the two most interesting 


| inciters - money and something for noth-— 


jing. Fee open. 
Box 2332, Hollywood 28, California 


NO USE KIDDING ABOUT IT... 

Creative men must constantly move UP! 
| Adv-SP TEAM (in 30's) wants positions 
|with progressive company in need of 


| ideas. Copy, Lay’t, Art, Product’n, Radio- 


V, Media, H. Organs. Camp’gns, Publ'’ty, 
Sales Tr’ng, Photog’y. Both have Agency, 
Corporation & Newspaper backgrounds. 
Have good jobs—want better! Need us? 
Make offer. 

Box 5880, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


AVAILABLE - EXECUTIVE - SALES 
S man spent the last twenty years 
building a fine admiinistrative sales rec- 
ord. He trained and directed sales staffs 
in an executive position. College graduate. 
Background includes experience in sales 
merchandising, sales training, employee 
and public relations. A coordinator with 
unusual talent in speaking sincerely and 
effectively to both small and large groups. 
An organizer who can plan and carry 
through management plans. 
Box 5883, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


EXECUTIVE TYPE PRODUCTION MAN 

Over 20 yrs all-phase exp. would like to 

make change sometime after Aug. 15- 

Sept. 1. Box 5878, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


WANTED: Public relations or high level 
sales position. Age 39, married, well edu- 
cated. Excellent background in promoting 
intangibles as well as nationally adver- 
tised rubber, commercial structural equip- 
ment and wholesale electrical appliances. 
Heavy experience in personal counseling, 
planning and executing promotional pro- 
grams, Seven years major film studio 
publicity staff. Will travel and would 
consider representing firm abroad. Sal- 
ary, expenses and transportation. 

Box 5882, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 
CANADA'S BEST MAILING LIST 
200,000 live names on Elliott stencils 
Call your list broker - TO-DAY 
or Tobe’s - Niagara on the Lake, Canada 


advertisement. Write: 


A REAL OPPORTUNITY FOR A 
CREATIVE ADVERTISING MAN 


Large Pittsburgh concern has immediate opening for a man be- 
tween 25 and 40 as Assistant Advertising Manager. The man we are 
looking for should have several years’ industrial advertising experi- 
ence; must be able to write good a and work closely with our 
management and agency. Starting sa r C 

lent opportunities for advancement. In replying state age, education, 
experience and a salary. Members of our staff 


Box 587, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ary far above average. Excel- 


ow of this 


ACCOUNT EXECUTIVE 


Sound, reputable Chicago agency 
with annual billing around a million 
offers exceptional financial arrange- 
ment to an aggressive account ex- 
ecutive who can control $200,000 or 
more current business. Fullest co- 
operation. Finest facilities and serv- 
ice. Reply in strictest confidence. 
Box 599, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


4A’s agency, with offices in 
New York, Chicago, San 
Francisco, Los Angeles and 
London and Paris, is desirous 
of expanding its Chicago of- 
fice. A liberal branch office 
operating plan makes it pos- 
sible for an account executive, 
with a successful record, to 


200 E. Illinois St. 


UNUSUAL OPPORTUNITY FOR A 
SUCCESSFUL ACCOUNT EXECUTIVE 


BOX 600, ADVERTISING AGE 


earn greater profits and be- 
come an executive partner in 
the operation of this office. 
Write, in strict confidence, 
stating briefly your present 
and past connections in the 
agency or general advertising 
fields. 


Chicago 11, Iinois 


@ Ten years Radio experience as 
producer, director and actor. 


@ Three and one-half years with 
the Navy Inspection Service 
during the war. 


@ Six years with one of the na- 
tion's largest industrial film 
studios as senior writer, director 
and account executive on several 
of the country’s leading indus- 
trial firms and institutions. 


@ One year with the largest in- 
dustrial firm in its field as di- 
rector of its Audio-Visual de- 
partment. He served this firm 
for five years while associated 
with the above studio. 


@ Wide experience in creating, 
writing and directing TV shows 
and commercials, sales promo- 


Millions of Dollars in Sales 
Produced by this Man 


He will be available September 1st 


All inquiries will be treated in strict confidence. 
Box 596, Advertising Age, 200 E. Illinois St., Chicago 11, Il. 


tion and sales training films for 
several of the country’s leading 
national advertisers, and in pub- 
lic relations, advertising and 
employee relations work. 


@ University graduate with a 
Bachelor's and Master's degree. 
Member of Sigma Delta Chi, 
National Professional Journal- 
ism Fraternity. 


@ We know this man. He has 
worked with us and for us for 
several years on a number of 
important accounts and _ has 
invariably proved his creative 
ability in the development of 
sound business-producing ideas. 
We can recommend him highly 
to any firm, advertising agency 
or film studio as a man of out- 
standing ability. 


SUBSCRIPTION PROMOTION 


COPYWRITER 
To plan renewal and mailing list 
efforts—write copy and kee ks 


on results—for national weekly mag- 
azine. Location Philadelphia. Want 
young man with a few years expe- 
rience in this work for large national 
magazine, or agency. Reply Box 594, 
ADVERTISING AGE, 801 Second 
Ave., New York 17, N. Y., enclosi 
résumé of experience, samples, an 
salary requirements. 


* 


Personnel Consultant 


to cAdvertising and the Graphic cArts 


pam ei | 
E DOUG SMITH, INC. 


—<—<—<— —————— 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


Department Store Sales... 
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Sales Still Look Good with 5% Gain 


_ WasHiIncton, Aug. 4—U. S. de- 
\partment store sales were still 
Staying slightly ahead of last year 
‘in the week that ended July 25, 
showing a 5% increase over 1952, 


|according to the Federal eaanaied 


Board figures. 

The bright spots in this picture 
| are the Cleveland and Chicago dis- 
'tricts, which recorded 10% sales 
gains for the week. In the Cleve- 


land district, the over-all sales) 


gain was boosted tremendously by 
‘Pittsburgh sales, up 27%, the 
second largest gain in the whole 


/country. In the Chicago district, | 


Detroit with a 14% gain and Chi- 

|cago with a 10% were the chief 
_contributors to the better-than-av- 
| erage gains. 
_ Sales percentages fell only in the 
| Richmond district. Here, Washing- 
|/ton alone showed any positive 
\gain, and this was a meager 1% 
gain over last year. 

The greatest percentage gain for 
any single city was made by St. 
Joseph, which recorded a 29% 
sales boost over the equivalent 
week in 1952. Jacksonville, which 
dropped 11% in sales, represented 
the bottom limit for the cities re- 
ported. 

All in all, the figures indicate 
that the stores continue to pile up 
sales which have so far reached a 
record mark compared to past 
years. 

% Change from ’'52 


COPYWRITER 
With Idea File 


WANTED 


Well-rated work-horse type 
Chicago agency billing over a 
million will pay $10,000 up for 
fluent ad and literature copy- 
writer who can trade on his ex- 
perience and analytical ap- 
proach. National mail-order, 
foods, educational accounts. Am- 
ple betterment opportunity. De- 
tail experience, references and 
past salaries in confidence. 


Box 595, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Week Ended 

Federal Reserve July July July | 
District, Area, and City 11 18 25 
UNITED STATES ............. 11 2 5 
Boston District ................ 3 2 6 

Metropolitan Area 

Lowell-Lawrence ........ 7 1 12 
Cities 

Downtown Boston ....... 2 2 6 

Springfield ............ 13 6 1 

Providence ........... 6 —3 3 
New York District 5 5 2 

Metropolitan Areas 

een 7 17 7 

p | eee 12 ri3 7 

BID © secnecsicscsscsesscsss 8 14 16 

Cities 

BE NEE sncctssecssetennieres 3 1 0 

NOWAK  cccrecccccerssoereseee —_ 7 #=+ril3 2 
Philadelphia District .. 7 r6 q 

City 

Philadelphia .............0« . 14 r7 5 
Cleveland District .......... 16 4 10 

Metropolitan Areas 

Akron. ......+ etstennaeeneneneanee 6 7 


The man we are seeking is an 
outstanding creative writer with 
broad appliance and television 
experience. He has worked on 
leading accounts for top agencies 
and knows appliance merchandis- 
ing. He should be able to spark 
first-rate ideas and write crisp, in- 
teresting copy. He must have the 
personality and background to 


To a Top Flight 
APPLIANCE COPY WRITER 


Box 597, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


head-up the plans board of this 
medium-sized New York City 
agency and supervise all copy that 
flows through it. He is probably 
in his 30's or early 40's. If 
you believe you are this man 
write us today telling us why 
and indicating salary require- 
ments. Our staff knows of this 
advertisement. 


DEPARTMENT STORE 
SALES INDEX — 


1947-49 equals 100 


Week to July 25, ’53*..p83 
| Week to July 26, ’52*....79 
‘fd Week to July 18, ’53*....84 

“4 Week to July 19, ’52*....82 
Week to July 11, ’53*....92 
Week to July 12, ’52*....83 


*Not seasonally adjusted. 
pPreliminary 


| Be 


= 


Cimecinmati  ........cccccccsene 17 8 

Columbus 17 0 

. 8 —2 

Oe ee 22 5 

Cities 

Cleveland  ................000... 25 6 

Pittsburgh ............. 11 5 
Richmond District ...... 5 —2 

Metropolitan Areas 

Washington ....000.00000....... 9 —6§ 

Downtown Washing- 

____ arene ee 5 —8 
Baltimore Reebepad 6 3 
BRIGTARIIOTI esenecccscceseseeesee 1 0 

Atlanta District .............. il 0 
Metropolitan Areas 
Birmingham ........0......... 13 —2 1 
Jacksonville ........... 1 -3 —11 
: ee 19 5 9 
Atlanta .......... : 4 —2 9 
Augusta ......000000..... 20 —15 —6 
New Orleans .... 7 —4 6 
Nashville .................. 7 —9 8 
Chicago District .......... 17 r4 10 
Metropolitan Areas 
Chicago pbenbinassiies 20 0 10 
Indianapolis ; 9 6 4 
ae 20 12 14 
Milwaukee .......0.00000..... 15 —5 6 
St. Louis District ............ 14 1 3 
Metropolitan Areas 
SREEIS FROCK cocessseccssccsseres 6 —3 —4 
Louisville ............... ll —6 4 
|” eae 17 3 2 
IEE sciisiiticcesininses 1 —2 6 
Minneapolis District ...... 5 —2 3 
Metropolitan Areas 
Minneapolis-St. Paul.. 5 —2 2 
Minneapolis City ...... 8 —6 1 
| a 0 + 6 
Cities 
Duluth-Superior .......... 9 r5 15 
Kansas City District ...... 8 0 2 
Metropolitan Areas 
Denver .... 6 5§ -—3 
Topeka . 15 9 12 
TIED siseistciincsstsescvsves 6 + 4 
St. Joseph ................ 166-5 29 
Oklahoma City ....... ; —2 -6 —8 
: nein 146-3 —2 
City 
| | ee 1l 2 6 
Dallas District .................. 6 1 4 
Metropolitan Areas 
a 12 9 
El Paso ........... - ; 4-15 —2 
Fort Worth ...... i . Bs —7 -—7 
ME deticaistdiinhicineinciss 7 6 7 
eee ee | 0 
San Francisco District .. 9 0 2 
Metropolitan Areas 
Los Angele............0..0 12 4 9 

Downtown Los Ange- 

___ ean 0 0 8 

Westside Los Ange- 

Ue einen 18 1 9 
WAT: TIAGO  ccrsarccsicveeserese 6 -9 0 
San Francisco- 

IED iersisestinsvesssecas 7 0 —l 

San Francisco City .. 2-+3 -—2 
Oakland City 0000000... 15 5 1 
i 5 -6 —1 
Gam ane City... <—«§ wT . af 
SND. cesicisintcntstiess 1 4 —3 
Spokane .............. 4 +2 —1 

r-—Revised. 
NBC Radio Promotes 3 Execs 
The radio network of National 
Broadcasting Co., New York, has 
made three promotions, in expand- 
ing the organization of its recently 
separated radio network activities. 
They are Fred Horton, account ex- 
ecutive in the sales department, 
who has been named director of 
radio network sales; John P. 
Cleary, radio. network program 
manager, to director of radio net- 
work programs, and Merrill Muel- 
ler, news editor and commentator 
on “Today,” to radio and features 
etectachie a new post. 
Kruse to ‘American Brewer’ 
Kenneth A. Kruse, Naperville, 


Il. formerly representative of the 
|Canterbury Press, has been named 
/midwestern representative of 
|American Brewer, New York. 


Kas Potato Chip to Seelig 


| Kas Potato Chip Co., Centralia, 
| Tll., has appointed Seelig & Co., 
St. Louis, to direct advertising for 
| its potato chips and Kas potato 
waffles. 


Ad 
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BAB Reports to 
Members on Where 
Their Money Goes 


New York, Aug. 4—Broadcast 
Advertising Bureau last Friday 
told its 825 members how the bu- 
reau has spent the money they | 
contributed for radio promotion. 


BAB’s report to its station, net- Brassard Joins Maxfield Co. 


work and representative backers 


summarized its doings in the 1952- | gg =e re gg te {joined Jo Media Records also said that| 
53 fiscal y : : Inc., Providence, has joine o- 

sscal year and its aims for the |seph Maxfield Co., Providence, as 
|an account executive. Brassard Ad- 


1953-54 fiscal year. Last year 
BAB’s members provided it with! 
a budget of $616,000 for the pro-| 
motion of radio advertising. 
With this money, W. B. Ryan, 
president of the bureau, and) 


: mus, N. J., manufacturer of air- 
Charles C. Caley, chairman of the {craft and industrial fasteners, id 


|appointed Lewis 
Newark, to handle its account. 


board, reported, BAB was able to: 
1. Send 662 individual sales tools 
to members. 


2. Answer 3,228 requests for, Beckett Boosts Tillmann 


service from network and station | 
members. 


to national and chain store adver- | 
tisers through the New York and) 


CBS Radio Names Flynn 


Henry R. Flynn, eastern sales 
manager for the department since 
|June, 1952, has been appointed 
general sales manager for CBS 
/Radio spot sales, New York. He 
\fills the vacancy created by the 
elevation of Wendell B. Campbell 
to v.p. in charge of station admin- 
istration. 


67 


pape Financial was off 2.6% from 1952’s Instant Dip to H. B. Cohen 

News rs Show 2,762,184 lines and totaled 2,691,- | a, ater ys he 
H i 447. Department store linage fell) maker of Instant Dip and Instan 

Big June Ad Gain 1% from 42,060,365 to 41,660,103. Wipe, has appointed” HarryB. 
New York, Aug. 4—Total news-| General advertising lost 0.3%, ~ 4 , 


: ; direct its advertising. Lawrence 
paper linage gained more than 6,- | going from 31,251,274 last year to C. Gumbinner Advertising, 


700,000 lines in June over the | 31,170,614 this June. 
same month in 1952, according to, 
|the 52-city summary compiled by | 


New 
York, is the previous agency. 


| vertising has been diseontinued. 


Appoints Lewis Advertising 


: _ | 1938 associated with Beckett Pa- partment store and general ad- 
3. Make 860 major presentations | per Co., Hamilton, O., has been vertising—were lower in June 


|promoted to sales manager. 


Media Records. This year’s 215,- 
964,715 lines in June were 3.2% 
more than the 209,250,571 lines) 


Alfred J. Brassard Jr., formerly | recorded in June of last year. 


| 
| 
| 


newspaper advertising for the first | 
| six months was up 5.3% over the| 
| first half of 1952. Total linage for | 
| the first half was 1,294,451,612, 
|compared with 1,229,208,059 lines 


‘for 1952’s first six months. 
Para- | “i 


Camloc Fastener Corp., 


Key to the Sportsman Market 


Put some of your ad dollars to work now 
in the richest game preserve of them all... 
Hunting & Fishing. Results count. You'll 
bag more sales where prospects are thickest! 
Write for Man Market Data Folder. 


# Automotive made the biggest 

Advertising, | gain in June, coming in with 13,- 

'549,917 lines. This is a jump of 
31.7% over the 10,288,373 lines re- 
‘corded in June, 1952. 

| Three categories—financial, de- 


B. J. (Bert) Tillmann, since 


than in the same month last year. 


Chicago offices. | 


@ Objectives for the coming year. 
were summarized as follows: 

1. Sell more nighttime radio. 

2. Develop more evidence of the | 
greater sales effectiveness of ra-| 
dio. 

3. Influence national advertis- 
ers’ distribution organizations 
through a concerted campaign in- 
volving local station solicitation. | 

4. Convince key retailers of the | 
country that radio deserves a much 
larger share of their budget. 

5. Make more presentations to 


national advertisers by substan-_ 


tially increasing the size of BAB’s 
sales force. 
6. Increase BAB station member- 


ship to more than 1,000 stations 


by next spring. 


Ackerman Becomes Botany V.P. 


F. Eugene Ackerman, president 
of the Wool Bureau Inc., has 
joined Botany Mills Inc., Passaic, 
N. J., aS v.p. in charge of mer- 
chandising and coordination of 
sales and advertising, effective 
Sept. 1. Mr. Ackerman announced 
his retirement from the Wool Bu- 
reau earlier this year. 


Boosts O’Donoghue 

Sidney L. O’Donoghue, for two 
years associated with Druggists 
Supply Corp., New York, has been 
promoted to advertising and pro- 
motion manager. 


EXCLUSIVE! 
Color skywrit- 
ing—red—green 
; —black—orange- 
| yellow—and white, 
of course. 


Ask us about SKY- 
WRITING—the medi- 
um with terrific impac’ 


Aero Skywriting, \nc. 


203 N. Wabash Ave., Chicagol, 
ANdover 3- fiasnans . 


Something new has been added... 


ME a 
(‘onnie 
(ook! 


THE NEW HOME SERVICE DIRECTOR OF 
OMAHA'S RADIO WOW AND WOW.-TV 
.. . A FRESH NEW PERSONALITY WHO 
CAN SELL FOOD AND HOUSEHOLD 
PRODUCTS! 


SHE CAN GET MORE SALES FOR YOU .. 


BECAUSE ... she has fine professional training in home eco- 
nomics . . and every other facet of modern 
living. 
BECAUSE ...her experience includes applying her skills to 
a family of her own . . and teaching home 
management to thousands of women. 
BECAUSE ... she sells naturally and instinctively . . (You've 
got to see and hear her to really appreciate 
this*) 
(*Air-check or film 
eveilable on request *CONNIE’S CUPBOARD 
"14:15 — 11:30 a.m. 
Monday through Friday 
'@ Ask your John Blair or Blair-TV representa- Radio WOW 
tive how Connie Cook can give your sales a *CONNIE’S KITCHEN 
lift in the great Midwest market served by 3:00 — 3:30 p.m. 
Radio WOW and WOW.TV. Monday threugh Friday 
wow-Tv 
Meredith Stations 
NBC—590 KC NBC—Dumont 
5000 watts GOMAH A 100,000 watts 


Raiio WOW - WOW -TV 
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WANTED! 


National advertisers 


‘to supply the needs of 
1525,210 families 


Across the nation these 
growing families re- 
spond to the advertising 
in their two great na- 
tional weeklies—Our 
Sunday Visitor and The 
Register. 

Facts supplied by ad- 
vertisers prove this! 

Don’t waste any time 
getting all the facts and 
information you need to 
crack this great family 
market wide open! Try 
it now. Let results speak 
for themselves. 

Write, wire or tele- 
phone for a friendly, 
introduction to this vol- 
ume-buying family mar- 
ket. We'll give you 
detailed information and 
help for merchandising 
your specific product or 
service. 


ae 


1,929,210 


WEEKLY CIRCULATION 


cas 


ki en 


NATIONAL REPRESENTATIVES 


[0 Bertolet Co..ne 


! 
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Industrial Admen Favor Trade Show Audits 


New York, Aug. 5—Trade show 
exhibitors want uniform attend- 
ance reports and independent au- 
dits of reports and are willing to 
pay a reasonable increase in space 
costs for this service. 

These facts are brought out by 
a survey conducted jointly by the 
Assn. of National Advertisers and 
National Industrial Advertisers 
Assn. 

Representatives of interested or- 
ganizations including ANA, NIAA, 
National Assn. of Exhibit Mana- 
gers and Exhibitors Advisory 
Council will hold a series of meet- 
ings to explore possibilities of de- 
veloping procedures jointly to im- 
plement the expressed desire of 
many exhibitors for uniform re- 
ports and independent audits. 

A total of 413 companies from 
ANA and NIAA memberships re- 
plied to questionnaires. Of the 413 
respondents, 377 or 91.3% indi- 
cated that they use trade shows. 


= On the question of an independ- 
ent audited exhibit attendance an- 
alysis, 87% favored it; 9.6% were 
opposed, and 3.4% offered no com- 
ment. 

Willingness to pay for this serv- 
ice was expressed by 70.8%; 21.7% 
said they were not willing to pay, 
and 7.5% offered no comment. 

Arthur DeVorn, treasurer of De- 
Vorn Display Corp., Cleveland, 
and chairman of the conventions 
and exhibits committee of NIAA, 
pointed out that “establishment of 
the audit principle among trade 
shows would aid both the advertis- 
er and the exhibit manager to se- 
cure maximum results from the 
sales promotion medium. The need | 


money every year should be pro- 
vided with measures of its effec- 
tiveness,” he said. 


® Exhibitors Advisory Council 
told AA that about $2 billion a 
year is spent by industry on trade 
shows. 

A. Carl Bredahl, Westinghouse 
Electric Corp. and chairman of 
the subcommittee on shows and 
exhibits, ANA, pointed out that 
“the advantages of independent 
trade show audits accrue to show 
management as well as to adver- 
tisers. 

“The concept of independent au- 
dits of trade shows,” he said, “is 
comparable to the function of oth- 
er media audit services. The high 
level of interest shown by adver- 
tisers in this project clearly dem- 
onstrates the need and desirability 
of trade show audits and the value 
of the concept to show managers 
and advertisers alike.” 


Handles ‘Camera’ Book Sales 


George M. Rowan, formerly 
publisher of Camera Magazine, 
and Mark Mooney Jr., formerly 
editor, have organized a new com- 


pany, Mooney-Rowan Publications | 


Inc., Severna Park, Md., to contin- 
ue the sale of the books previous- 
ly owned by Camera Magazine. 
The recent purchase of the ma “tf 
zine by Ziff-Davis Publishing 
New York, and its merger with 
Photography, did not include the 
book business of Camera Maga- 
zine. 


Launch Vitalis Campaign 


Bristol-Myers Co., New York, 
'has launched a newspaper cam- 
paign for Vitalis hair preparation 


for an independent analysis of using 200-line insertions in the 
trade show attendance is clearly | sports pages of 160 newspapers. 
indicated by the overwhelming Sports situations and cartoon-style 


87% affirmative vote by exhibit-| testimonials by sports celebrities 
ors.” ‘stress Vitalis’ new “V-7” ingred- 


Blaine G. Wiley, executive sec- lient. Doherty, Clifford, Steers & 
retary of NIAA, told AA that “dis- ‘mem New York, is the agen- 
cussions by association representa- 
tives who have been meeting indi- 
cate that an audit is entirely feas-  Paieene . ¥ — _——- dis- 
ible and should add little to the tributor of frozen food products 
over-all cost to exhibitors. Cer- and other specialty items, has ap-| 
tainly any sales medium which in-| pointed Fred Gardner Co., New. 
volves an expenditure of so much | York, to handle its advertising. 


on every page 


The LASKER 
STORY 


Yes, it’s sheer drama, as exciting as a who-dun-it, Albert 
Lasker’s private story as told by himself in “inner 
sanctum” talks to his staff at Lord & Thomas. Scores of 
agencies and advertising directors are now making group 
purchases, at special discounts, for distribution to their 
staffs. Use the handy coupon below. 


eee ee as a 


Send for a Copy of “The Lasker Story” for your Friends, 
Associates and Everyone in Your Organization Who 
Plays A Part in Advertising or Sellin = A TRE- 
MENDOUS SOURCE OF INSPIRATIO 


ADVERTISING AGE, Dept. A10, 
200 E. Illinois St., Chicago 11, Il. 


Send me copies of “The Lasker Story.” 
My Name 

Company. 

Address. 

City Zone__State 


I am by a check or money order for $. gr oe 
or 1 to 9 copies; 10% discount for 10 to 49 copies; 20% dis- 
lerstand the price includes all handling 


count for 50 copies or more. I und 


| 
| at $1.50 each 
| and postage charges. 


AGENCY DECOR—John Falkner Arndt & Co., Philadelphia, agency for the Gas 
Sales Promotional Committee of Eastern Pennsylvania, has this 24-sheet two-color 


poster on its wall to remind employes that “gas is best.” The poster will appear 
this month in outdoor locations throughout the committee’s marketing area as part 
of a campaign which also includes newspapers and direct mail. The committee rep- 
resents utility companies, LP-gas dealers, appliance and equipment manufacturers. 
‘Post Dispatch’ List | Polled Hereford to Cary-Hill 
Sh I fi a a ee re mere 
ssn ansas City, has appointe 
| OWS increase In Progen ane City, to handle 
. . its advertising. Previously, Rogers 
Chicago Agencies |& Smith, Kansas City, had is 3e- 
Cuicaco, Aug. 5—The St. Louis count. 
Post-Dispatch’s latest annual di-| 
rectory of Chicago agencies and | Williamson Adds Duties 
‘newspaper and station representa- | Milton C. Williamson, for the 
tives indicates the advertising past 25 years advertising manager 
business has been growing here. |Of Bausch & Lomb Optical Co., 
The list has added 17 agencies Rochester, has been given the 
since last year for a total of 259 Smo yee pesca of merchan- 
agencies. A check shows that while | . 
11 agencies have been dropped, 28 | 
anna tied ies tia Gaaeiien, Nelson to KCBS, San Francisco 
Byron Nelson, formerly associ- 


There are now 328 publishers’. 
‘representatives, compared with ®ted with KYA, San Francisco, 


has been named an account ex- 
320 last year, and 47 radio-TV sta-| .outive on the sales staff of KCBS, 
tion representatives, 


: compared| San Francisco. 
with 44. 


# A tabulation of the number of | 
agencies and allied categories for 
the past five years gives the fol- 
lowing picture of the growth of | we 
ithe business in Chicago: 


lor 2 iy ug TELEVISION 
\ 


Publishers’ Reps ......... 
bo 8 ee 47 44 39 | 
Transcription Firms ....... ll 12 13) 


Copies of the directory, a handy 
single card with names, addresses 
and phone numbers, may be had 
from the Post-Dispatch office in 
the Tribune Tower, Chicago. 


Survey Adds 50 Companies 


Starting this month, the “Value 
‘Line Investment Survey,” pub- 
lished by Arnold Bernhard & Co., 
|New York, will publish quarterly 
ratings and reports on 50 addition- 
‘al leading corporations to total 613 
‘under its year around study. Addi- 
tional companies are distributed 
through many industries. Included 
‘in the publishing industry group 
‘will be Esquire Inc. for quarterly 
analysis. 


‘Giftwares’ Joins ABP 


| Giftwares, New York, published 
by Haire Publishing Co., has 
joined Associated Pusiness Publi- 
cations, New York. It is the 10th 
|Haire publication to become an| 
| ABP member. 


(WHBF IS NOW CBS | 


FOR THE QUAD-CITIES 


Effective July 1, 1953 
Les Johnson, V. P. & Gen. Mgr. 


. MADISON, WIS. 


Represented nationally 
HEADLEY-REED TV 
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Sales Managers 
Probe Results 
of Beer Strike 


(Continued from Page 1) 
in efforts to boost their back-yard 
sales. 

As one out-of-town brewery ex- 
ecutive put it, “They play rough 
in Milwaukee. Their sales there 
are a small proportion of their 
production and they can afford to 
cut prices to save face if they have 
to.” 


SECOND PROHIBITION ENDS—The Blatz 


Loss of sales to an out-of-state 
beer would knock a big hole in 
several big ad campaigns. Now 
that production has resumed, new 
campaigns have started here and 
elsewhere to announce that the 
various brands are back. 


® National brands affected by the 
strike are Blatz, Miller, Pabst and 
Schlitz. Also on strike were work- 
ers at A. Gettelman Brewing Co. 
and Independent Milwaukee Brew- 
ery. 

Production of some of these, 
however, was not halted entirely. 
Pabst plants in Peoria and New- 
ark were open and Schlitz was 
producing at its Brooklyn plant. 

Already there is at least one in- 
stance where a distributor in Mil- 
waukee, stuck with several thou- 
sand cases of an off-brand beer, 
is trying to unload at cut-rate 
prices. Some distributors believe 
premium beer price increases will 
make it possible to sell off-brands 
at a profit. 


e In other parts of Wisconsin, 
however, the story is different. 


| pects to retain a good percentage 
of this new business and plans to 
back new distributors with co-op 
advertising. 

Wm, Gretz Brewing Co., whose 
operations are confined to the 
greater Philadelphia area, was not 
affected by the strike. Karl Gretz, 
sales and advertising manager, 


own distributors well supplied. 

But, he added, had the Newark 
| strike, which ran a short time dur- 
ing the Milwaukee shutdown, con- 
tinued, Gretz Brewing would have 
picked up much business. Most of 


the importing distributors, he said, | 


brewery may have been shut down 11 
weeks during the Milwaukee brewery strike, but the public relations men were 
working. When production resumed after the shutdown, exceeded in length only by 
the 18th Amendment, these signs were ready for the first trainload to leave the plant. 


| gap. 

Goebel Brewing Co., Altes 
Brewing Co. and E&B Breweries 
also reported sales up, but not be- 
cause of the strike. Added Goebel, 
“We wouldn’t have grabbed off 
any of the distressed business if 
we had had the chance.” 


told AA that eastern branches of ® Chicago: Many Chicago brew- 
Milwaukee breweries kept their eries with distributors in Wiscon- 
sin and Michigan made extra ship- | 


ments to these states when they 
‘had enough production. Some, 
however, were running near capa- 
city before the strike and were 
forced to by-pass new markets. 

H. L. Fisher, marketing v.p. of 


had large supplies when the strikes Peter Hand Brewery Co., told AA 


| began. 


that Hand’s Meisterbrau, without 


| One Philadelphia brewery, Es- | taking on more distributors during 


| slinger’s Inc., received requests for 
beer from midwestern distributors. 
One asked for six carloads, but the | 


mand. A number of new distribu- 
tors closer to Philadelphia were | 
signed up, but the company is un- 
certain how many will remain. 


the strike, had sales totaling more 
than 90% production capacity in 
June. In July, he said, this had in- 


brewery could not meet the de-| creased to about 95%, with the gramming material, 15%. 


company’s Wisconsin distributors 
receiving additional shipments 
when possible. 

Atlas Brewing Co. showed in- 
creases of 25%, but also avoided 


Several out-of-state independents # New York: Brewers in this signing up new distributors. Ef- 
who have distributors in the state area are virtually unanimous that | forts now will be made to hold 
report sales increased there about the Milwaukee strike had little or} much of this increase. 


30%. They are trying to hang on no effect on beer sales here. They | 
to as much of this as possible in agree that branch plants normally | 
a competitive market. However, supply the area, and continued to’ 
no new promotion gimmicks are do so. The only Milwaukee na- 
reported and salesmen are doing tional brand in short supply in re- 
the work with the traditional cent weeks has been Miller’s High 
hard-sell. | Life, which is not produced in the 
Elsewhere in the nation, hopes East. 
of 1ocal breweries vary with these, Most New York brewers have 
factors: In the areas where Mil-|had increased sales this summer, 
waukee brewers have. branch but they credit this to hot weather | 
plants, the locals didn’t get much and effective advertising, not the) 
out of the strike. Little beer had Strike. | 
been coming from Milwaukee in 
the first place. | Pittsburgh: Breweries here, now 
Toward the end of distribution | facing a strike threat of their own, | 
pipe lines, the locals did well. | registered only slight boosts in) 
There was no Milwaukee beer, beer sales during the Milwaukee 
and branch plants were too busy| walkout. In metropolitan Pitts-| 
filling gaps caused by the strike burgh itself, sales remained normal | 
to be able to ship to the hinter- in most cases, because of deliveries 
lands. from overstocked Milwaukee-| 
brand dealers and branch plants. | 

s Spot checks by AA indicate the Large increases in local brewery 
following conditions: |sales were noted in Youngstown, 
Miami: American Brewing Co., Akron and Canton, O. and 
only brewer in south Florida, re-| Charlestown, W. Va., where de- 
ports a “considerable” increase} liveries of Milwaukee brands were 


_ 


TV Time Sales 
Topped Radio 
Last Year: FCC 


WASHINGTON, Aug. 4—TV net- 
work time sales passed radio net- 
work time sales for the first time in 
1952, according to final tabulations 
released by the Federal Commu- 
nications Commission. 

_ The industry total for TV net- 
work time was $136,664,000, a 41% 
increase, while the comparable 
figures for radio are still being 


69 


,factor in three markets, but was 
behind spot and local in the re- 
maining nine markets. 


. National spot sales accounted 
for $17,442,00 of the total time sales 
of $26,802,000 by seven New York 
stations, while sales to networks 
brought $5,981,000, and sales to 
local advertisers $4,250,000. In Los 
Angeles local sales yielded $8,055,- 
(000 of a total of $17,918,000 for 
‘seven stations, $16,132,000 to na- 
tional spot. 
| The $170,301,000 of network 
‘broadcast expense included $106,- 
811,000 for programming, $27,645,- 
'000 for technical expenses, $26,- 
715,000 for general and administra- 
tive, and only $9,130,000 for sales. 


tabulated. FCC said the total sales|The 107 other stations spent $43,- 


figure for radio network time for) 
1952 will be $102,108,000, a drop 
‘of $12,000,000 from 1951. 
Network time sales was the 
largest single segment of TV in- 
come; other important items were 
national spot, $80,200,000; local 
time sales, $65,200.000; revenue 
from sale of talent, $56,200,000, and 
sale of program material, $31,500,- 


| 000. 


| 


j 
| 


@ After payment of agency com- 
missions, net TV broadcast revenue 
for the year was $324,200,000, a 
38% increase. For the industry as 
‘a whole (four networks and 122 
stations) net income before taxes 
amounted to $55,500,000, up 33% 
from 1951. 

For the year as a whole, network 
time sales were up 41%; national 
| spot 34%; local sales, 27%; revenue 
from talent, 70%, and sale of pro- 


_ Networks and telecasters paid 
$46,524,000 in agency commissions, 
compared with $33,338,000 in 1951. 
The four networks and their 15 
owned-and-operated stations paid 
$27,509,000 in agency commissions, 
while 107 other stations paid $19,- 
015,000. 


A similar situation exists at Am- 


Total TV broadcast revenue of 


brosia Brewing Co., where sales'the four networks and their five 
jumped an estimated 35%. Frank  owned-and-operated stations was 


R. Hinkamp, sales manager, said $180,204,000, compared with $128,- 
no new distributors were added 499 999 in 1951: but broadcast in- | 
and that the company expects to| come from TV slipped from $11,- 


hold at least half of its gain. Spe- | 000,000 in 1951 to $9,900,000 in 
cial emphasis will be made in j959 


holding package store business. 


w Despite the fact that broadcast 
income from radio operations for 
the networks fell from $99,000,000 
in 1951 to $95,800,000 in 1952 the 
networks and their owned-and- 
operated stations improved their 
income from radio from $9,500,000 


# St. Louis: Anheuser-Busch ex- 
ecutives were mum on how much 
sales increased, commenting that 
the strike had no effect on Bud- 
weiser sales because the brewery 
was selling all its production be- 
fore the walkout. Falstaff Brewery 
officials said much the same thing. to $10,200,000. 

Informed observers, however,, The TV time sales of the net- 
believe that both beers made gains, Works and their owned-and-oper- 
some in the East, where Anheuser- ated stations included $101,484,000 
Busch has a plant in Newark, and for network time, $21,781,000 for 
in the states between the Missis- national spot, and $16,623,000 for 
sippi and the Rockies. They do local sales. The other 107 stations 
agree, though, that ‘it was the —including 14 post-freeze stations 
small local breweries who profited Which operated less than six 
the most. months eac h—tallied $36,180,000 

from the sale of time to networks, | 


756,000 on programming, $27,109,- 
000 on general and administrative, 
$19,312,000 on technical and $8,- 
248,000 on sales. 


San Francisco Store 
Runs 3-D Newspaper 
Ad for Brassieres 


San Francisco, Aug. 4—Three- 
dimensional newspaper advertis- 
ing was introduced to San Fran- 
ciscans today by the White House 
department store with a full page 
in the San Francisco Examiner 
showing a shapely maiden in her 
dressing room brushing her hair. 

It will be followed up tomorrow 
with a second ad showing the same 
young lady in her bath tub spong- 
ing off a trim calf. 

Ostensibly, all this 3-D pulchri- 
tude advertises Helene of Holly- 
wood’s three-way brassieres and 
Revion’s Aquamarine cosmetics. 
But, says White House advertising 
director William Hart, the princi- 
pal purpose is not to sell those 
items, for the store could never 
sell enough to pay for the cost of 
preparing and running the adver- 
tisements. The main idea is insti- 
tutional—to gain publicity for the 
store generally, to arouse interest, 
talk, and excitement. 


# To prepare the ad Mr. Hart had 
to make his layouts in San Fran- 
cisco and then fly to Los Angeles to 
the studios of Pat Scha, who took 
the 3-D pictures. The cuts were 
engraved in Los Angeles by George 
Schaefer & Son and then flown 
back to San Francisco with Adman 
Hart. All in all they took three 
weeks to prepare. 

Glasses for viewing the 3-D 
splash, inserted with each copy of 
the newspaper, had to be tossed in 
by hand to be caught in the fold 
of the paper. Most of the staff of 
the Examiner was involved in this 
activity in the early morning hours 
of the fourth. Readers of the paper 
were advised to retain their glasses 
to read the advertisement appear- 
ing on Aug. 5. 
s The White 


House probably 


in sales of its Regal brand. 
Ira O. Stewart, sales manager, 


halted almost entirely. 
Sales managers are uncertain of 


Free & Peters Names Frost 
Don Frost, formerly of Weed & 


said, “We have not completed our’! the percentage of the increases and Co., has joined the radio staff of 


figures, but as of this week, with 


incomplete returns, there has been | 


better than a 17% increase.” 

He said he has no doubts that 
American will retain “a major 
share” of the increase. The com- 
pany sales territory reaches Day- 
tona Beach on the East Coast and 
extends south to Key West. 


are notably unenthusiastic over 
possibilities of holding any busi- 
ness picked up from the Milwau- 
kee premium beers. 

J. K. Aikin, sales official at Fort 
Pitt Brewing Co., said local season- 
al fluctuation of beer sales made it 
impossible to chart any increase 
‘resulting from the strike. M. F.| 
Haid, sales manager of Pittsburgh | 


Free & Peters, New York radio-TV 
station representative. He replaces 
Ed Jameson, who has resigned. 


$58,454,000 from national spot and won't repeat the stunt, Mr. Hart 

$48,548,000 for local. The 107 TV says. It’s the kind of ad you can 

stations, other than network- | only run once, or twice, and then 

owned, realized $45,594,000 before the effect is over, and it’s awfully 

taxes, compared with $30,600,000 expensive, he explained. 

for 93 established stations in 1951.| You’d be surprised, reports Mrs. 
|\Eve Arbuckle, lingerie buyer, at 


a National spot was the biggest | how many bras the ad sold. There 


income factor for the 108 pre-|@s been a “definite increase in 
freeze stations (including the 15)4¢tivity” in the lingerie depart- 
network owned stations). Time |™ent- “Women are all asking for 
sales of the stations included $83,- | the new 3-D bra,” she reported. 

438,000 from national spot, $61,- . Ad Manager Hart was surprised. 
458,000 from local advertising and 54d he: “I guess it worked after 


« Philadelphia: Thomas M. Mor-| Brewing Co., said sales of Iron 
ton, advertising manager of Adam City beer, one of Pittsburgh’s big 
Scheidt Brewing Co., Norristown,'three, were normal during the 
Pa., reports that increased sales of strike. Other brewery executives 
Scheidt’s Valley Forge and Prior) supported these views. 
beer in this area were negligible. 
However, the strike did boost the ® Detroit: Stroh Brewing Co. re- 
brand in the South. |ports sales up about 8% because 
The company went after new of the strike. The company hopes 
business, especially in Virginia and to register a permanent increase of 
the Carolinas, and dealt with dis-|2% to 3%. 
tributors on “almost a contract ba-) 
sis,’ whereby distributors agreed found “absolutely no 
to continue to carry Scheidt Sales were up seasonally, but 
brands as long as it proves mu-jenough St. Louis beer, notably 
tually profitable. The company ex-| Budweiser, moved in to fill the 


x 
+t 


York, as v.p. in charge of all grocery 
product sales and advertising, has been 


oppointed v.p. of John W. Shaw — 


tising, Chicago. 


$50,765,000 for sales to networks. | 
Of the $83,438,000 for national | 
spot, $48,680,000 went to 46 stations 
in the 12 biggest TV markets. In 
addition these 46 stations account- 
ed for $35,455,000 of the local time | 
sales and made $24,477,000 of the 
time sales to networks. 
_ National spot was the major in-| 
|come factor for stations in seven of 


Pfeiffer Brewing Co. executives P. lt. O. SMITH, for the post seven years the 12 top markets, and was tied 
effects.” ossociated with Standard Milling Co., New with local 


in an eighth market; 
local sales were a ranking factor in 
the remaining three top markets. 
Sales to networks was a second 


all!” 


Raymond Joins Dora-Clayton 


Stan Raymond, formerly com- 
mercial manager of WATL, Atlan- 
ta, has been appointed an account 
executive of Dora-Clayton Adver- 
tising Agency, Atlanta region”. 
radio and television representati\’ 


WLW-T Uses Maximum Power 
WLW-T, Cincinnati, has in- 
creased its effective radiated power 
to 100,000 watts, the maximum 
power allowed by the Federal 
Communications Commission. 
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RCA Vicvon| 


for promotions 
and premiums 


Want to coax « car to give 
its own sales pitch? 


“STOP GAWKIVG,,. ANP “3s — 
LOOK AT My VPWO: STIR, ue 3 
\% é NX iy 
te ¢ = my Ay 


(4) Nec 2 


ca 
=A 


Or sell cereal with a trip to Mars? 


The “idea” file at the RCA Victor 
Custom Record Sales Division is bulg- 
ing with exciting new sales promotion 
uses for records. 

A fresh, new premium can put an 
extra kick in a promotion! A custom 
recording by RCA Victor with your 
special message can be a winner. Sound 
sells — and a long list of successes 
proves it! 

You'll find RCA Victor prepared to 
do a complete job of unmatched qual- 
ity — at a price that’s right. Script- 
writing, recording, re-recording, 
processing, pressing, packaging and 
shipping services all are available. 

Check the thought-starters shown 
here — then give us a call to see what 
we can work out together. 


eee ee eee eee eee eee eee eeeeeeeeeee 


If it’s your job 
to help 
“move” kids’ 
shoes, suits, 
cereals, how 
about a 
recorded trip 
to the moon 
as a premium? 


A smart travel 
bureau which 
offers a record of 
foreign phrases 
with a ticket to 
Europe might put 
competition out 
of business! 


Cece 
| Ab Sales 


ees eer 


Radio Corporation of America, RCA Victor Division 


New York 20: 630 Fifth Avenue 
JUdson 2-5011 


Chicago 11: 445 N. Lake Shore Drive 
WHitehall 4-3215 


Hollywood 38: 1016 N. Sycamore Ave. 
HIllside 5171 
txs®@ 


RCA Victor Custom Record Sales Dept. G-°9 
630 Fifth Avenue, New York 20, New York 


Rush me by return mail your free record 
and descriptive “idea” folder on the ef- 
fective use of records as: 


C) premiums C1) promotions 


NAME 


EE 


abDoaess___ 


Here’s How 


| 
| 


(Continued from Page 3) 
course, is what happens. An agen- 
_cy for the sake of efficiency, econ- 
/omy and copy planning sets up a 
‘recording session for several an- 


/nouncements. This assembly line 
_ technique enables the big agencies 


'to get well-known announcers to 


record radio spot announcements 


at scale. A busy announcer can’t 


| be hired for a single $15 fee, but he 
| will work for an important agency, | 
‘which gives him lots of assign-' 


ments, for several $15 fees. 

A competent announcer can 
easily transcribe five announce- 
ments at an hour session. So no 


extra four. Five one-minute spots 
will go on a single master record— 
with space to spare. This leaves 
items one, two, three and four un- 
changed on the cost list. 


# In short, the only additional 
cost involved in the extra four 
spots is a minimum fee of $15 each 
to the announcer—or $60, plus $9 
agency commission, which brings 
the total outlay for the five for 13 
weeks’ use to $729.79. 

The 13-week cycle starts with 
the date of the first release in any 
city. The code specifies that the 
date of the first release shall be 
within 13 weeks after the recording 
is made. If, for example, a spot is 
broadcast heavily for the first two 
weeks in January and discontinued 
for the next 11 weeks, then 
brought off the shelf for use again 
in mid-April on one or more sta- 
tions (the same used earlier or 
different ones), the AFTRA con- 
tract calls for a payment of the 
original fee to the announcer. 


w Should the advertiser decide to 
run the announcements after the 
end of the 13-week period, his re- 
payment production expenses 
would be the original announcer’s 
salary ($75 for the five) plus the 
agency commission of $11.25. 

In the event the sponsor’s copy 
approach remained unchanged and 
he wished to use these five spots 
over a period of a full year, he 
could add the last three 13-week 
cycles for a cost of $258.75 for 
talent re-use fees, plus agency 
commission. This, added to the ex- 
penses for the first 13-week cycle, 
makes it $988.54 for a full year’s 
broadcasting of the five announce- 
ments. 

We set up our imaginary cam- 
paign on the basis of 200 markets, 
but this payment would permit the 
advertiser to broadcast the spots 
on as many U.S. radio stations as 
many times a day as he wished. 


e If any of the five one-minute 
transcriptions were used as a com- 
mercial on a network broadcast, 
the announcer would be entitled to 
the network fee of $24 to $56, de- 
pending on the length of the pro- 
gram in question. If there were a 
rebroadcast of the show to take 
care of additional time zones, he 
would receive a rebroadcast fee of 
$16 to $28. 

If the recorded spot is used as a 
cowcatcher (an extra product not 
featured in the regular commer- 
cials on the show but dragged in 
at the beginning) or a hitchhike 
(the same sort of thing tagged on 
at the end) to a network broadcast, 
the announcer gets the live fee for 
such—from $16 to $27.50, depend- 
ing on the length of the show. 

Should one of the five spots be 
used as a commercial on a tran- 
scribed program placed locally in 
one or more markets, the an- 


/nouncer will draw from $24 for a 
‘five-minute show to 
hour show. 

_ Suppose at the outset in plan- 


additional studio renta! or rehears- | 
al fee will be required for the 


$40 for an 


to Figure 


ideas Costs of Radio Spots 


ning this series 
rather than making them with a 
single voice of the announcer, the 
sponsor had decided to spice them 
up a bit by using two voices in 
each, the announcer for sell and a 
housewife, child or business man 
to dramatize the situation. 

In this case, to the original cost 
of $730 for producing the five an- 
nouncements with one voice would 
be added a fee of $15, plus $9.60 
for rehearsal for each of the five 
additional actors. This, with agency 
‘commission, would set the sponsor 
back $141. Figured on the basis 
of four 13-week cycles, this brings 
the cost of the five spots up to 
slightly over $1,400 for a_ full 
year’s, geographically unlimited 
use. This includes another hour of 
studio rental and extra rehearsal] 
if necessary. 


| 


s With announcements in thi& 
hypothetical campaign set to run 
several times a day in each mar- 
ket, the sponsor might decide to 
pep them up with a brief musical 
introduction. Many agencies rec- 
ommend a catchy musical opening 
for practically all suitable prod- 
ucts. 

This calls for a larger cast of 
characters. Now, added to the an- 
nouncer and five actors would be 
five musicians and five vocalists. 
The musicians would draw a pay 
check of $27 each ($54 to the lead- 
er) with an hour of rehearsal in- 
cluded, or $162 for the group (plus 
$24.30 commission). 

This basic payment for musi- 
‘cians covers one side of a tran- 
scription (all of five different 
jingles if that many were re- 
quired). There would be no re- 
newal fee for music if the spots 
were used after the expiration of 
13 weeks. 


® The jingles in their original 
form could be used ad infinitum as 
spots or commercials on programs 
without any further payment to 
the musicians. However, if a note 
or a word were changed, the musi- 
cians are entitled to another $27 
each—just as though they had re- 
corded another announcement. 

The singers’ fee would be $15.60 
each, plus $7.20 each per hour re- 
hearsal, or $114, for the group 
(plus $17 commission) for one 
spot. 

Since one major advantage of 
jingles is that a familiar tune tends 
to become identified with the 
product, the sponsor would prob- 
ably use a single jingle, or two at 
most, in his saturation campaign. 
However, if the same musical in- 
troduction were used at the start 
of all five of the spots, the five 
singers would get their $15.60 fee 
for each spot—just as though they 


four additional spots, this adds 


$312 to the bill. 


under the AFTRA code, would 
draw another $15.60 each for each 
additional 13-week run of each 


introduction, with payment of $162 | 
to musicians, plus $426 to singers | 


newal fees, plus agency commis- 
sion, would bring the cost of the 
music to about $950. 

Add to this the $1,400 for the 
actors, announcer, studio costs, 
etc., already summarized, and Mr. 
Sponsor has paid approximately 
$2,350 for five spots which he 
jeapee will sell a lot of goods. 
Wyman Advertising Moves 
Wyman Advertising Co. San 


Francisco, has moved to larger 
quarters at 278 Post St. 


of five spots, | 


had made separate records for'| 
each. Figured for five people for} 


s Also, the five singers, who come | 


spot. So a year’s use of the jingle | 


and $234 more to singers for re- | 


| 
& 
; 
j 
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ALL SET ON THE SET—Gordon Rimmer (left), advertising manager for Kolynos, the 

Whitehall Pharmacal product, tells the model what he wants for a 3-D shot that 

later ran in the Picture Post, London. The man with the pipe is Alan Whitmore, assis- 
tant ad manager for Kolynos. (See story on Page 63.) 


Field Enterprises 
Sells Last of AM 
Stations to Plough 


CHICAGO, Aug. 6—With the sale 


is subject to approval by the Fed- 
|eral Communications Commission. 
Current broadcasting hours of 
WJJD are from 4 a.m. to 9:30 p.m. 

The Plough company operates 
‘one other station—WMPS, Mem- 
phis. 


yesterday of 50,000-watt WJJD. 


here, for $900,000 to Plough Broad-— 


casting Co., a subsidiary of Plough 
Inc., Memphis drug firm, the once 
sizable radio holdings of the Field 
Enterprises have practically dis- 
appeared. 

All that remains in Field hands 
is the FM station WFMF, which 
the company plans to retain. 


Since 1944, WJJD has been 


owned by Field, publisher of the | 


Chicago Sun-Times and various 
other publishing properties. At 
that time, the company had al- 
ready acquired WSAI, Cincinnati, 
and KOIN, Portland. Later, the 
list was augmented by the acqui- 
sition of KJR, Seattle, which was 
bought for $700,000 from Birt 
Fisher. : 


® All these radio properties were 
disposed of in recent years, leaving 
the Field interests a free hand for 
publishing. The purchase of WJJD 


Hillman Promotes Chellas 

Allen Chellas, editor of People 
Today, has been named editorial 
assistant to the publisher, and will 
direct publication of new editorial 
projects now being planned by 
Hillman Periodicals Inc., New 
York. Burtt Evans, managing edi- 
po becomes editor of People To- 
day. 


Lowe Corp. to Paris & Peart 
Joe Lowe Corp., New York mak- 
er of Popsicle stick confections and 
donut flour and equipment, has 
appointed Paris & Peart, New 


York, to handle advertising for all 
divisions and subsidiaries. Prev- 
iously, Blaine-Thompson, New 


York, had the account. 


‘Chronicle’ Takes ‘Weekly’ 

The Houston Chronicle has been 
added to the list of newspapers 
distributing The American Weekly. 
The supplement is now distribu- 
ted by 25 papers. 
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— ADVERTISING OFFICES: 
NEW YORK—489 Fifth Avenue, Phone: ny 2. +7 
= CHICAGO—360 N. Michigan Avenue, rn 
== DETROIT—1005 Park Avenue Bidg., Phone Woodward 2- pes 
— PASADENA—234 E. Colorado Street, .~ — “@® 
— FLORIDA—202 Conrad Bidg., DeLand, Flor 


Cor 


138,572,250°* a 


during the coming year 
For Laundry, 
Cleaning and Kitchen 


Appliances. 


Is your product — or your competitors’ 
-- on Mrs. WB’S shopping list? See 


market of 1,500,000 (A.B.C.) home- 


Ask Your Nearest R 
NEW WORKBASKET SU 


Mrs. W. B. is Mrs. WORKBASKET Subscriber. 
* * Average estimated cost on items subscribers 
plan to buy, as revealed in recent survey. 
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lines up with this 
read and use The 
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ThelJ KBASKET= 


oni ae inc. 
2401 Burlington, Kansas City 16, Missouri ——— 
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Rystan’s Suit Against Colgate 
Tells a Lot About Toothpaste Sales 


(Continued from Page 2) 
of such products.” 

Rystan then lists its 41 licensees, 
under Gruskin patent 2120667, for 
the production of “toothpaste, 
mouthwash, cosmetics, lotions and 
ointments.” At the time these in- 
cluded Colgate, Pepsodent division 
of Lever Bros., Bristol-Myers Co., 


American Home Products, Rexall, | 


Walgreen, Zonite Products, Am- 


urol Products, Comfort Mfg. Co., | 


lodent Chemical Co., R. H. Macy | qustry. In the course of such nego-_ 


& Co., Morton Salt Co., Bourjois 
Inc., International Latex Corp., 
Lambert Research Labs Inc., 
Pharma-Craft Corp., G. E. Labor- 
atories and Vitaminerals Inc. 


8 All licensees’ paid _ royalties 
ranging up to 5% of their net sales. 
The complaint states that manu- 
facturers’ sales of all Rystan-li- 
censed products is more than $46,- 
000,900, of which more than $45,- 
000,000 comes from chlorophyll 
toothpastes (exclusive of Rystan’s 
own ethical products, such as 
Chloresium toothpaste). 

The Colgate license was granted 
at a rate of 2% of net sales up to 
$5,000,000 and 1% thereafter. 

Between June 3, 1952, and March 
31, 1953, Rystan says it received 
$183,176.48 from Colgate, the roy- 
alties from net chlorophyll tooth- 
paste sales of $13,317,647.58. Since 
March 31, 
“belief” that it has accrued at 
least $20,000 additional in royal- 
ties, based on an estimated $2,000,- 
000 additional sales. 


e The complaint then discusses 
the general toothpaste market, de- 
claring that total production, at the 
manufacturers’ level, amounts to 
$100,000,000 annually. Of this, it 
says, 33% to 35% is in chlorophyll 
toothpaste. “Defendant produces 
approximately 30% of the chloro- 


phyll-containing toothpaste.” More | 


than 95% of Rystan’s income, the 
complaint continues, comes from 


the production of chlorophyll 
toothpaste. 
Colgate, by virtue of its pre- 


dominant position in the tooth- 
paste industry, can “tremendously 
and critically influence the plain- 
tiff’s business” if it is allowed to 


JUST ASK FOR MARIE: 

Call WAbash  2-8655 and ask for 
Marie Maize on your next multi- 
graph, mi 
maili 


meograph, addressing or 
job. Quick pick-up and de- 
livery, fast accurate work, plenty 
of experienced personnel, charges 
always in line. THE LEFTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5 


Now in our 23rd successful vear.) 


Rystan expresses the) 


sell chlorophyll toothpaste without 


a license, the complaint says. 


® To illustrate its contention, Rys- 


tan points to the original negotia- | 


tions for a license “when defendant 
asked for and obtained concessions 
in the negotiated license terms on 
the basis of defendant’s position in 
the industry and the influence its 
taking or rejection of a license 
/would have on others in the in- 
| 

tiations, defendant demanded a 
royalty rate lower than agreed to 
by an existing licensee of plain- 
tiff, and it was argued by defend- 
‘ant, and acceded to by plaintiff, 


that plaintiff should accept the. 
|lower royalty rate because of the. 


tremendous influence of defendant 
_in the industry. The lower royalty 
‘rate thus negotiated had to be 
granted to the existing licensee as 
well 


(Originally, the Pepsodent divi-| 


sion of Lever Bros. had an ex- 
clusive license in the toothpaste 
field.) 

As a result, Rystan says it had 
to make a royalty adjustment with 
its existing licensee of $77,698.86. 
Subsequent royalties from all li- 
censees have been ‘$100,000 per 
'year less than would otherwise 
have been the case.” 


L. There’s no doubt about the in- 
| fluence of Colgate in the tooth- 
/paste field in general. The com- 
pany was in the forefront of the 
legal barrage that inundated Ry- | 
'stan last year. 
| In one month, April, 1952, Rys-. 
tan was sued by Colgate, Bristol- | 
| Myers, and Block Drug, all seeking | 
to nullify the Gruskin patent so 
_that they could manufacture chlo- 
/rophyll toothpaste without paying) 
royalties (AA, April 21, ’52). 
Rystan President O’Neill Ryan 
_Jr., an ex-J. Walter Thompson Co. | 
v.p., and his partner Henry Stan-. 
ton Sr., currently head of the 
agency’s western division, man- 
aged to talk both Colgate and Bris- 
tol-Myers out of suits and into li- 


| 
| = Two weeks ago Bristol-Myers 
| Co. notified Rystan that it too was 
| dropping its license, effective Sept. 


/censes. Block, which manufactures | 


|Amm-i-dent ammoniated chloro- 
phyll, elected to sue (AA, June 15, 
52). 


s Two months ago, Block moved 
‘ts case onto the southern district 
court of New York calendar where 
it is expected to sit for at least 
another year before any further 
action takes place. 


as subsequent licensees...” 


MANY THANKS—William B. Ryan (second from left), president of Broadcast Adver- 


tising Bureau, presents a bronze plaque 
Co., Atlantic City, N. J., in recognition of 


to M. E. Blatt, president of M. E. Blatt 
the department store's heavy use of radio. 


Looking on are David Freedman (extreme left), WMID, and John G. Struckell of 


WOND, who attended the luncheon as representative of two of Atlantic City’s three 
radio stations which carry Blatt’s day-to-day advertising. 


it had decided not to renew 
its license with Rystan and at the 


same time filed suit in New York ' 


| district court to declare the patent 
‘invalid (AA, June 29). 

| Rystan applied for dismissal of 
|the suit on the grounds that it was 
| “premature” since Colgate was still 
-a licensee. This motion was denied 


and subsequently Rystan filed the— 


|present suit in Kansas City. 


| Counsel for Colgate has moved 
for a stay on the grounds that the | 


| whole case should be heard in New 


ork, site of the present Colgate) 
| suit. A ruling is expected in about | 
‘two weeks. 


| 21, and also filed suit in New York 


to declare the Gruskin patent in- 
valid (AA, July 27). 

All suits filed in New York will 
probably not have their day in 


‘court for about two years, due to 


the crowded calendar. The Grus- 
kin patent expires June 14, 1955. 


Wilmington Agency Bows 


Frank Duffy, formerly a Wil-| 


mington, Del., free-lance copy- 
writer, has opened a Wilmington 
agency at 9th and Monroe Sts., to 


be known as the Duffy Organiza- | 


tion. Also, the agency will handle 
publicity and _ public relations 
services. 


Piel Re-Signs Sportscasts 

Piel Bros., New York, will be 
| back as co-sponsor of a variety of 
|Madison Square Garden sports 
|events to be carried over WPIX, 
|New York, during the 
|season. The beer maker bought 
/one quarter of the sports package 
of 50-events through Young & 


In June, Colgate announced that | Rubicam. 


| Athey Promotes Peterson 


| Eugene L. Peterson, in the ad- 
vertising department of Athey 
Products Corp., Chicago manufac- 
‘turer of construction and logging 
equipment, has been promoted to 
‘manager of advertising and sales 
‘development. 


71 


-WSAP Joins NBC Radio 


WSAP, Portsmouth, Va., will be- 
come a vrimary radio affiliate of 
the National Broadcasting Co., ef- 
fective Sept. 19. The 5,000-watt 
station formerly has operated as 
an independent. This station re- 
places WTAR, Norfolk, which is 
switching to CBS, as NBC’s Tide- 
water area outlet. 


PENNIES FOR ART 
INSTEAD OF DOLLARS 


More than 300 subjects, more than 
1,000 reproduction prints—art back- 
grounds, design elements, illustrations, 
cartoons, hand lettering, house organ 
elements, utility devices and other 


features including two-color separa- 


tions—that's what you get monthly in 
The CLIPPER. 


| ART SERVICE 


TOPNOTCH ART 
AT SCISSOR-TIP 


Monthly cost less than 5 cents per 
subject, not much more than 1 cent 
per production print. Besides all this, 
20 or more ‘‘How to Use'’ samples in 
two or three colors 


Mita FOR FREE SAMPLES 


MULTI-AD SERVICES, INC. 


AGENCY 
& 


NATIONAL 


ACCOUNTS 


1953-54 | 


Note these features — 


2. ENAMEL FINISH 
3. MODERN STYLING 


IN TWO MINUTES 


| 610 WHITE STREET 


LL-PURPOSE BOARD 


1. ALL STEEL CONSTRUCTION 


4. SIGN PANEL CHANGED 


IT’S 


NEW 


_— 


(| 3in1 
1. PROCESS 
2. PASTE 
3. PAINT 


| FREE tranchises OPEN in all cities 


| Write today for full details 


Manufactured by CO u x TE S Y 


© HOUSTON, TEXAS 
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eS their stores whether it's 
metal, glass, cellophane 

...0f any other surface! 

} Cash in on this estab- 

| lished market by giving 


8 LISTO PENCIL CORPORATION ! 
| Dept. AA, 1925 Union Street 1 
Alameda, California i 
u Gentlemen: ' 
| Please send me full details on how we con 
govt Listo Imprinted Marking Pencils to work ff 
for us. 1 
I wame ' 
COMPANY ] 
' ADDRESS t 
g city STATE | 
_ siitibaaaeaonmanad 


Hotels Balk at 
Western Union's 
Room Service 


(Continued from Page 1) 
plan vigorously and vehemently. 
In its issue of July 11, after stat- 


okayed the plan?” 


s AA asked American Hotel Assn. 
and was told that the WU plan 
will be considered Sept. 16 by the 
-association’s board. AA was told 
also that the plan had been dis- 


‘cussed with the association by WU 


officials before it was inaugurated, 
but that the association had not 
been officially informed when the 
'plan had been put into effect in 
| June. A spokesman for the associ- 


further study of WU’s plan, but 
the consensus of the members, he 


to consider the matter. 


# WU is placing advertising for 
its hotel reservation plan in motor 
tour books of American Automo- 
‘bile Assn. The July issue of Holi- 
day carried an ad, and another ad 
will appear in the Aug. 22 issue 
of The Saturday Evening Post. Al- 


ing that the plan was launched ation said that most hotel men are bert Frank-Guenther Law is the 


without industry support, it asks: 
“How can we make sure that some 
hotels will not be favored over 
others by some WU employes? If 
the plan were successful, would 
WU then ask a commission on 
business placed with hotels? How 
can we be sure that an anonymous 
request via WU might not be com- 
ing from one of our favored guests 
whom we would ordinarily go out 
of our way to accommodate, even 
if overbooked? Would hotels leas- 
ing WU space be favored? Why 
hasn’t American Hotel Assn. 


MARKING PENCIL 


Whites on Everything 


Thousands of grocers, 
druggists, hardware deal- 
ers and other retailers 
use Listo for pricing 
everything. They buy Listo 
because it gives them 
strong, clear, easy-to-read 
prices on everything in 


your retailer customers ; 
' | imprinted Listo pencils. 
®% For less than 25¢ your 
‘ sales message will be read 
1000 times a day... for 
months! 

Write today for full 
details! 


EXTRA HEAVY LEADS THAT 
DON'T BREAK OR FALL OUT 


Only Listo bas the pat- 
ented Grip-TypeSleeve™’ 
which prevents breakage, 
keeps leads from falling 
oul. 


6 cotors 


_waiting to see how the plan de- 
_velops before committing them- 
selves on it one way or another. 

James McCarthy, executive sec- 
retary, Hotel Assn. of New York 
City, told AA that the local asso- 


should be studied nationally. He 
said the association cannot recom- 
mend the plan to members without 
further study, and that it had 


proach the local association before 
the plan was launched for consul- 
tation. 


@ Mr. McCarthy cited four major 
objections to the plan: 

1. It interferes with travel agen- 
cies, which give hotels a substan- 
tial portion of business. 

2. It makes it difficult for hotels 
to screen prospective guests. 

3. Under the WU plan the credit 
of prospective guests cannot be 
checked. 

4. It presents the possibility of 
favoritism and graft by offering 
WU employes temptations similar 
to those disclosed in recent book- 
making cases. 

WU, Mr. McCarthy said, recent- 
ly wrote the association requesting 


ciation feels the whole matter! 


turned the matter over to AHA for. 
handling. WU, he said, did not ap-| 


Asked about a report that Prom- 
enade had turned down an ad, WU 
‘referred the inquiry to the publi- 
‘cation. Graham T. Johnston, 
publisher, told AA that a WU ad 
for the August issue of Promenade 
had been declined because of the 
opposition to the WU plan by local 
hotel men and the blast published 
in Hotel Gazette. Until the matter 
has been clarified, Mr. Johnston 
said, Promenade prefers not to get 


| agency. 
| 
| 


/mixed up with it. 

| 

/@ At WU it was said that the plan 
is working satisfactorily, but that 
it has not been given sufficient 
time to prove its value. The tele- 
| graph company handles about 4,- 
500,000 telegrams a year to and 
from hotels, and about half of that 
‘number deal with reservations. 
A survey is now under way to 
‘determine how extensively the 
‘plan is being used and what its 
potentials are based on initial ex- 
perience. The company, it was 
said, is willing to cooperate .in 
every way that it can with the ho- 
tel industry. Most of the opposi- 
tion to the plan, a company 
spokesman said, is based on mis- 
conceptions and misunderstanding. 


demands th 


fit 


constant application of a wide vari- 


e utmost skill and 


ety of techniques: here at WASHINGTON 


every job, big and small, gets the bene- 


of our unmatched skill. 


PHOTO ENGRAVING 
COMPANY 


118 S. Clinton Street 
Chicago 6, Illinois 
FRanklin 2-6343 


said, is unfavorable to the plan, | 
and the association has asked AHA | 


Advertising Age, August 10, 1953 


Cohen & Miller Denies Legal Responsibility 
for $1,273 in Unpaid Phillips Radio Time 


WasHincton, Aug. 6—Cohen & 
Miller, Washington advertising 
agency, denied in municipal court 


said it acts as agent for numerous 
advertisers seeking time on vari- 
ous broadcast media, “all of which 


here today that it is legally re- is and for some long time past has 


sponsible for radio time which it 
buys in behalf of a designated cli- 
ent. 

Answering a suit filed by Sta- 
tion WGMS for $1,273.30, for time 
purchased for Phillips TV & Ap- 
pliance Inc., the agency contended 
it acted as a “middleman between 
the advertiser and the medium,” 
and in some respects, with the 
knowledge of each, acted in behalf 
of “each of the said parties.” 

The disputed funds are part of 
approximately $50,000 of radio 
bills with 14 stations which were 
left unpaid when the Phillips 
chain went into bankruptcy in 
June. Originally the agency con- 
tended the stations would have to 
collect from Phillips but subse- 
quently it announced that it ac- 
cepts responsibility for the debts 
and will attempt to make up any 
losses that the stations suffer (AA, 
June 8). 


s Later, when WGMS filed suit 
and obtained a writ of attachment, 
Cohen & Miller issued a statement 
charging that this station was fail- 
ing to cooperate. The 14 stations, 
including WGMS, were invited to 
meet with the agency today to dis- 
cuss a method of settling the dis- 
pute over the Phillips account. 

While the press was not admii- 
ted, ADVERTISING AGE learned that 
Cohen & Miller proposed that sta- 
tions try to collect from Phillips. 
It said it would cover to assure 
them 50¢ on a dollar. 

Some of the broadcasters turned 
down this proposal, and a counter 
suggestion was submitted to the 
agency. 


# Under this plan Cohen & Mil- 
ler would pay each station one- 
fourth of the amount that it 
claims. In addition, Cohen & Mil- 
ler would assign to the stations 
full title to anything that can be 
collected from the liquidation of 
Phillips. Some of the broadcasters 
said they believed this plan, if ac- 
cepted by Cohen & Miller, would 
yield for the stations “between 
60¢ and 65¢ on a dollar from the 
Phillips debts.” The agency re- 
fused to comment on the meeting, 
but it is understood it will make a 
reply in writing to the broadcast- 
ers in the next few days. 

Neither WGMS nor Cohen & 
Miller specified in their filings at 
municipal court whether a stand- 
ard Four A’s NARTB contract ex- 
isted for the time purchased in 
behalf of Phillips. In obtaining the 
writ of attachment, WGMS said 
the time has been purchased “on 
open account.” At the time M. 
Robert Rogers, general manager of 
the station, told ADVERTISING AGE 
that an—‘“iron clad contract” ex- 
isted. 

In its answer today, the agency 


been known to plaintiff. 

“Such radio advertising as was 
placed with the plaintiff by the 
defendant was not advertising for 
the defendant but, rather, was 
placed with plaintiff by defendant 
as agent for Phillips TV & Appli- 
ance Inc.; that said advertising 
was by and for said latter corpora- 
tion in which defendant has no 
interest whatsoever; and that these 
facts were well known to the 
plaintiff at the time said advertis- 
ing was placed.” 


Chicago ‘L,’ Subway Ads 
Now Handled by Chicago Car 


The Chicago Transit Authority 
has passed an ordinance returning 
transportation advertising privi- 
leges on its “L” and subway sys- 
tems to Chicago Car Advertising 
Co. for a five year period starting 
Jan. 1, 1954. National Transitads 
presently has this privilege. 

Chicago Car operated these two 
properties from January, 1943, to 
July, 1951, and for years has been 
sole operator for advertising on 
the Chicago Motor Coach Co. bus 
fleet, now the Boulevard System 
of CTA, and of all suburban com- 
muter lines and mid-urban bus 
services in the entire area, making 
it the only such operator in the top 
metropolitan markets which has 
all lines exclusively. 


NATION'S LARGEST TRADE TERRITORY 


EL PASO 


Dominates a larger area of 
these United States than any 
other American city! 

So do its newspapers with 
59.2%, family coverage ratio 
of City and Retail Trading 
Zone. 


The FH Paso Times 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 
A Scripps-Howard Newspoper 
Evening 
TWO Separate Newspapers 
30¢ Line BUYS BOTH! | 
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| WE SERVE LEADING 
MANUFACTURERS OF 

- BRAND NAME PRODUCTS 
| FROM COAST TO COAST 


Representatives in Principal Cities 


OHIO ADVERTISING 
DISPLAY COMPANY 
CINCINNATI 

OHIO 
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Sheaffer to Use 
‘Mnemonics’ in 
Snorkel Pen Ads 


Fort Mapison, Ia., Aug. 5— 
Mnemonics, the science of memory 
improvement, plays a major role 
in the back-to-school and Christ- 
mas campaign of W. A. Sheaffer 
Pen Co. 

Advertising manager Don Reed 
says “the mnemonic approach is 


used in our back-to-school ads be- | 


cause the remembrance value of 
an ad illustration is greatly en- 
hanced if the product shown is 
consciously or unconsciously asso- 
ciated with a familiar object or 
action. The Snorkel pen can easily 
be associated with familiar ob- 
jects.” 

To illustrate, one ad shows a 
youngster sipping soda through a 
strew. Another picture is a dough- 
nut being dunked. These are along- 
side illustrations of the Snorkel 
pen—introduced last year—with 
its retractable tube extended for 
filling. 


@ The advertising drive is bud- 
geted at more than $1,500,000. It 
includes newspapers, magazines, 
the “Jackie Gleason Show” on the 
CBS-TV network and spot radio 
in areas where the Gleason show 
is unavailable. 

Magazine schedule includes Bet- 
ter Homes & Gardens, Collier’s, 
Coronet, Ebony, Esquire, Holiday, 
Life, National Geographic Maga- 
zine, Real, The Saturday Evening 
Post, Scholastic Magazines and 
Successful Farming. 

Russel Seeds Co., 
the agency. 


‘BH&G’ Opens Big 
Campaign to Print 
Second Cook Book 


Des Mo1nes, Aug. 6—The book 


Chicago, is 


| 


| 
L 


| wiemess seca satan, nae naa Hose ani A Sette eee eR tow 
| ile 


MNEMONICS—Association will make read- 
ers remember the Snorkel pen better, says 


ad scheduled for Better Homes & Gardens 
in September reads, ‘‘Dunking is for dough- 
nuts not for pens!’ 


Raytheon Expands Ad 
Drive, Adds New Line 
to Snag UHF Market 


Cuicaco, Aug. 4—Raytheon 
Mfg. Co., which more than doubled 
its sales of television and radio 
receivers last year, is going all-out 
starting this fall to snag more sales 
with an expanded advertising pro- 
gram and a new line of television 
sets. 

Some 24 magazines will be used 
this tall to advertise the new line. 
Full-page ads are scheduled for 
Life and The Saturday Evening 
Post and smaller space will run in 
other publications. 

Dealers and distributors were 
told here last week at the com- 
pany’s first national sales meeting 
that the ad promotion would aim 
at capturing the recently opened 
u.h.f. market. 


. As part of this program, many 
of the new Raytheon television 
| sets feature continuous tuning with 
|a single knob of all 28 channels on 


Sheaffer. Therefore, the headline on this | 


department of Meredith Publish-|the v.h.f.-u.h.f. band. Copy will 
ing Co. will soon begin promotion | stress the new VU-matic control 
of a successor to “Better Homes & | unit which also switches in v.h.f.- 
Gardens Cook Book,” which sold/u.h.f. antennas, circuits and extra 
almost 5,000,000 copies to rank as amplifiers automatically. 
the third best seller in book his-| Color television was ruled out by 
tory, if you exclude “The Bible.” | the company as an important fac- 
The “Better Homes & Gardens tor in sales at any time in the im- 
New Cook Book” goes on sale this | mediate future. William F. Dunn, 
month. There will be nearly twice | v.p. of sales and engineering, told 
as many recipes in the new edition, the group of dealers and distribu- 
the publisher reports. | tors that it might be as long as six 
,months before the FCC approves 
= Advertising for 1953-54 will be| the RCA color system and that 


spearheaded in Better Homes & COlor sets could not be expected on | 


Gardens to be followed by inser- | the scene before next spring. 

tions in This Week Magazine, To- | 

day’s Woman and True Story Wo- ® The cost of producing a color 
men’s Group (True Story, True. picture tube now is about $300, he 
Romance, True Experience, True ¢xplained, and even if improved 
Love Stories, Photoplay and Radio- Manufacturing techniques and 
TV Mirror). 


| Last Minute News Flashes 


General Mills Sponsoring Section of ‘Today’ 


Munneapouis, Aug. 7—General Mills will daily sponsor 15 minutes of 


“Today” on NBC-TV, starting Aug. 31. On two days Betty Crocker | 
'mixes will be promoted, appliances will be pushed two days and} 


O-Cel-O sponges will be promoted one day a week. Batten, Barton, 
Durstine & Osborn is the agency for the mixes and appliances, and 
Comstock Advertising, Buffalo, handles O-Cel-O. 


GE Schedules Fall Drive for Electric Irons 


| New York, Aug. 7—General Electric Co. opens a consumer magazine 
/campaign for electric irons with a 4-color spread in The Saturday 
'Evening Post Oct. 3. It will be backed by participation in the Ray 
Milland CBS-TV show and by space in seven other consumer publi- 


cations. The agency is Young & Rubicam. 


Two Publicker Subsidiaries Name Carl S. Brown 

New York, Aug. 7—-Two of Publicker Industries’ subsidiaries—Kin- 
sey Distilling Co. and Old Hickory Distilling Corp.—and a piece of a 
third, Continental Distilling Corp., are moving from Lloyd, Chester & 
Dillingham to Carl S. Brown Co. Sept. 1. John J. Hagen, executive v.p. 
of LC&D for the past 12 years, has joined Brown as a v.p. and will 
supervise Kinsey Gold and Silver label whiskies, Kinsey gin, Old 
Hickory bourbon and Continental’s Embassy Club whisky. Al Paul 
Lefton Co. has the other Continental brands. Howard Rigby, president 
of LC&D, reportedly is joining Brown also but confirmation could not 
be obtained. The account changes leave LC&D with only a machine 
tool account listed. 


Sacks Named NBC V. P.; Will Assist Sarnoff 


New York, Aug. 7—Emanuel Sacks, a staff v.p. of Radio Corp. of 
America, parent company of National Broadcasting Co., has been 
named an NBC staff v.p. He will be an assistant to Brig. Gen. David 
Sarnoff, now tripling as chairman and president of NBC and chairman 
of RCA. Mr. Sacks, who joined RCA in 1950 after several years with 
the Columbia Broadcasting System subsidiary, Columbia Records, will 
continue as general manager of the RCA Victor record department. 


‘Drug Topics’ Reports ‘52 Drug Store Sales of $4 Billion 

New York, Aug. 7—Drug Topics’ sixth annual consumer spending 
survey to be published Aug. 10, shows total drug store sales of $4.05 bil- 
lion in 1952 compared with $3.9 billion in 1951. A summary of ’52 sales 
by departments shows drugs contributed 27.6% to the total; health 
and beauty items 25.7%; soda fountains 13.14%; candy and tobacco 
14.7%, and all other products 18.73%. 


Schenley Promotes Pearson; Other Late News 


e Kenneth Pearson has been named national merchandising manager 
and coordinator for Schenley Distributors, New York. He has been 
brand advertising manager for I. W. Harper, Ancient Age, Pebbleford 
and Belmont whiskies. 


e Eastern Railroad Presidents Conference, New York, has appointed 
Donahue & Coe to handle an institutional advertising program to create 
greater public understanding of railroad services. The account has been 
inactive since last fall. Before that it was handled by Roy S. Durstine 
Inc., New York. 


e Stephen E. Gegus, with Street & Smith Publications, New York, 
for the past four years, has been appointed eastern advertising manager 
of Charm. Previously, Mr. Gegus was associated with Good Housekeep- 
ing, Life and Batten, Barton, Durstine & Osborn. 


e Springs Cotton Mills, Lancaster, S. C., has appointed Ellington & Co., 
New York, to handle its advertising. Erwin, Wasey & Co. formerly 
serviced the account. 


large-scale production reduces this ;“memory tube” which can store a 
to $150, as is possible, the cost of complete television program for 
the tube to the consumer will still two months or more and when 
be about $400. A minimum of | plugged in again “play back” the 
$1,000 for a color television set) pictures as many as 50,000 times. 
can be expected for some time, he At the present time, no motion 
said. can be recorded on the tube, but 

only a series of still pictures. How- 
® Also introduced at the conclave | ever, it is felt that eventually 
were several new engineering de- motion can be recorded in this way. 
velopments in_ television. Chief | Cowan & Dengler is the Ray- 
among these was a_television|theon agency. 


The advertising campaign will | 
be followed with merchandising | 
in book and department stores. | 

Other how-to books on the Bet- 
ter Homes & Gardens list which 
will participate in the drive are 
“The Garden Book,” “Handyman’s 
Book,” “Baby Book,” “Story Book” 
and “Second Story Book.” 

The campaign is handled by J. 
M. Hickerson Inc., New York. 


B. F. Goodrich Boosts Lewis | 


Edwin J. Lewis, for 23 years 
in advertising, sales promotion and 
sales posts of B. F. Goodrich Co., 
Akron, has been promoted to man- 
ager of passenger car tire sales for 
the company’s tire and equipment 
division. 


Raisbeck to Kaiser-Frazer 


John W. Raisbeck, formerly as- 
sociated in an executive capacitv 


with Packard Motor Car Co., De- SWEET 18—Aug. 5 was the 18th anniversary for Leo Burnett Co., 
has been named assistant Chicago, which in that time has grown from an eight-man 


troit, 
general sales manager of Kaiser-| agency to a staff of 460. At a luncheon 
Frazer Sales Corp., Willow Run, 
Mich. 


casion were (left to right) DeWitt O’Kieffe, v.p.; Ted Lundgren, 
service; Ray Shadinger, service; Arch MacDonald (face obscured), 


- m0 ss 
oe AS Tl, a 
creative director; Richard N. Heath, executive v.p.; Mr. Burnett, 
president; Mary Keating, secretary to Mr. Burnett; Cody Sattley, 
to celebrate the oc- creative director; Robert White, creative director, and Theodore 


five or more years, attended. 


| research 


| Pvene Joins KIRO, Seattle 
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Crosley Sells WINS 
for $450,000 to 
West Coast Group 


New York, Aug. 7—Crosley 
Broadcasting Corp. has sold WINS 
for $450,000 to a West Coast group 
headed by J. Elroy McCaw of 
Seattle. 

The 50,000-watt station, which 
was purchased from Hearst Radio 
by Crosley in 1946, has been 
rumored on the block periodically 
for the last few years. In the fall 
of 1949, Il Progresso Italo-Amer- 
icano Publishing Co., operator of 
WHOM, contracted to buy WINS. 
but the deal fell through in Jan- 
uary, 1950, when a suitable pur- 
chaser for WHOM could not be 
obtained within the specified time 
limit. 

The new owners of WINS will 
operate the station under the name 
of Gotham Broadcasting Corp., 
with Mr. McCaw, who has inter- 
ests in stations in Denver and 
Washington state, as_ president. 
Associated with him in the new 
company are Charles P. Skouras, 
president of National Theaters 
Corp., and Jack Keating, Honolulu 
and Portland, Ore., station owner. 

Radio-TV broker Howard E. 
Stark handled the negotiations. 
The sale is subject to Federal Com- 
munications Commission approval. 


FCC Opens Way for 
New Color System; 
May Come by Fall 


WASHINGTON, Aug. 7—The Fed- 
eral Communications Commission 
today announced the first steps of 
a procedure which may bring a 
new system of color television be- 
fore the year ends. 

Acting favorably on_ petitions 
filed by the National Television 
Systems Committee, RCA and 
other leading companies, the com- 
mission said it believes there has 
been sufficient showing that a new 
compatible TV color system may 
be available to replace the CBS 
system adopted three years ago. 

The commission fixed Sept. 8 as 
the deadline for comments for or 
against the industry plan. It al- 
lowed another 15 days for counter 
statements. After that the com- 
mission will decide whether fur- 
ther correspondence or hearings 
are required before final action is 
taken on the petitions. 


gs The plan for compatible color— 
color that can be introduced with- 
out interfering with existing b&w 
sets—was officially submitted to 
FCC in June by RCA. Subsequent- 
ly, there have been supporting 
petitions from a number of other 
groups. In its notice today, FCC 
gives major credit for the research 
on the new plan to National Tel- 
evision Systems Committee, an all- 
industry group established by the 
Radio-Television Manufacturers 
Assn., which included RCA among 
its members. 

In moving toward the reopening 
of its color TV standards, FCC said 
nobody is using the CBS system, 
and there are no plans to use it. 

CBS has announced that it will 
not fight for retention of the older 


| system. Yesterday it received per- 
|mission from FCC to 
color experimentally this fall using 
| the industry color signal. 


broadcast 


'McLeod to Walsh Advertising 


Penn McLeod, who has been 
head of Penn McLeod Researc! 
Ltd., marketing organization, has 
joined the Toronto executive staff 
of Walsh Advertising Co. He wil! 
assume direction of marketing an 
activities at Walsh 


John R. Evans Jr., formerly an 


| account executive of KOL, Seattle, 
Mendl, service. More than 100 Burnett employes, with the agency | 


has been named account executive 
of KIRO, Seattle. 
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Rep. Wilson, San Diego Agency Man, 
Comes to Defense of the Ad Council 


WasHincton, Aug. 5—Members |tions, Rep. Reece said the council | 


of Congress who read the Con- 
gressional Record had an oppor- 
tunity this week to learn more 
about the Advertising Council. 

A description of the council’s 
operations and achievements was 
inserted in the record last weekend 
by Rep. Bob Wilson (R., Cal.), 
who expressed surprise that the 
council’s activities should be cited 
as one of the reasons Congress 
should have a special committee to 
determine whether tax-exempt 
organizations are involved in sub- 
versive activities. Rep. Wilson is a 
partner in the San Diego agency 
of Champ & Wilson. 

The attack on the council was 
the offshoot of a broadside which 
Rep. B. Carroll Reece (R., Tenn.) 
aimed at the Ford Foundation. Ar- 
guing for a $75,000 appropriation 
to probe the non-profit founda- 


A TECHNIQUE FOR 
PRODUCING IDEAS 


Where do the moneymaking ideas 
come from—those ideas which 
make successful novels, radio pro- 
grams, moving pictures, sales 
campaigns and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to an- 
swer this question for his students 
at the University of Chicago. The 
result is a little book which you 
can read in an hour but will re- 
member the rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously fol- 
low in producing ideas. He shows 
you how to train your mind so 
that idea production is, as he says, 
“as definite as the process by 
which motor cars are produced.” 

Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, ad- 
vertising men, salesmen and busi- 
ness executives who have read 
it. Send for your copy of A 
TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1.25 postpaid. 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Hl. 


Gentlemen: 
Please send me on 10-day money- 
back guarantee...... copies of “A 


Technique for Producing Ideas.” 
Enclosed is $........... 


Pe ee ee 


oeoeeer eee e eee eeeene 


City........ Zone... State..... 


is one of the groups supported by | 
the Ford Foundation. He charged 
that some of the members of the. 
council’s public policy committee 
have Communist-front affiliations, 
and that the council’s publication, 
“The Miracle of America,” “starts | 
off like a firecracker Fourth of 
July patriotic speech and then 
turns out to be a rewrite of the 
British Labor-Socialist Party plat- 
form” (AA, Aug. 3). 


® Today, Rep. Joseph Martin (R., 
Mass.), the House majority leader, 
announced that Rep. Reece is to 
have $50,000 for the investigation 
of tax-exempt foundations. 

In addition to Rep. Reece, the 
special investigating group will 
include Rep. Jesse Wolcott (R., 
Mich.); Rep. Angier L. Goodwin 
(R., Mass.); Rep. Brooks Hays (D., 
O.) and Rep. Gracie Pfost (D., 
Ida.). 

Rep. Wilson had intended to an- 
swer the attack on the council 
from the floor Friday, but his 
statement was delayed by pro- 
cedural complications brought on 
as a result of the death of Sen. 
Robert A. Taft. 

His statement, inserted in the 
appendix of the record, included 
the full text of a defense of the 
council issued by Theodore Rep- 
plier, Advertising Council presi- 
dent. The Repplier statement, 
printed in ADVERTISING AGE last 
week, pointed out that “Miracle of 
America” has been widely praised 
by well-known business publica- 
tions and newspapers, and that 
huge quantities have been distrib- 
uted by corporations “which are 
scarcely prone to promote social- 
ism.” 


® “As a member of the advertising 
profession,” Rep. Wilson said, “I 
was very much distressed this 
week by an unfortunate attack on 
the activities of the Advertising 
Council, a non-profit organization 
devoted to selling to America and 
the world the continuing impor- 
tance of the free-enterprise sys- 
tem. 

“The Advertising Council is a 
fine example of the conscience of 
America in action. It is a volun- 
tary  organization—independent, 
nonprofit, nonpartisan—dedicated 
to the welfare and progress of all 
our people. 

“It is composed largely of adver- 
tisers, agencies and media, includ- 
ing magazines, newspapers, radio 
and television, the outdoor and 
transportation advertising groups. 

“The council’s budget is con- 
tributed by business generally. 
Space and time for council pro- 
grams are donated by advertisers 
and media. Advertising agencies 
provide free all the creative talent 
needed for the preparation of cam- 
paign materials. 


® “As the first organized, system- 
atic method of getting important 
messages to the public quickly, the 
council annually reviews hundreds 
of requests for help from govern- 
ment agencies and leading non- 
profit organizations which have) 
learned that advertising—through | 
simplification, dramatization and | 
repetition—gets things done. 
“Closely associated with the 
council is an industries advisory | 
committee consisting of 38 busi- | 
ness leaders, and a public policy | 
committee which evaluates re- 
quests for campaigns. The latter 
includes 20 leading representatives 
from the fields of management, 
labor, education, agriculture, reli- | 
gion, medicine and journalism.” 


James M. Vicary Moves 

James M. Vicary, New York) 
marketing and public opinion re- 
search consultant, has become 


James M. Vicary Co., and has 
moved to 22 E. 60th St. 


has retired after 30 years in the 


Advertising Age, August 10, 


TABLE 1. Summary Statistics, Advertising Agencies in Canada, 1941 and 1945-195? 


Amount of billings Gross revenue on et 
e 
” } sovenae 
Number Commissionable Market (Before 
Year of | Commission poe on billings surveys Total deductions 
firms YS] Other and other for 
able and ti Total h income 
billings other nee Percent — Percent tax) 
research Amount otherfees| Amount | of total 
billings billings 
t $ t $ $ % t $ % $ 
Es 49 1 1 1 29, 224, 400 1 1 1 4,823,900 16.5 1 
NN betcha cititicdsiecie 56 i 1 1 43, 696, 376 i 1 1 7,175,924 16.4 1 
BE Wihiteiesiatnees 57| 52,079,347 90,114 52, 169, 461 1 1 1 8, 458, 430 16.2 1 
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BofA Issues Folder 
Boosting ‘Back to 


School’ Promotions 


New York, Aug. 4—The Bureau | 
of Advertising has sent its 1,000) 
newspaper members a four-page 
folder intended to help boost back- | 
to-school advertising by retailers. 
Such linage has fallen 10% in the 
past six years. 

Edward H. Burgeson, director of 
the BofA’s retail department, de- 
scribed the back-to-school season 
as important to newspapers “since 
it represents the first big opportu- 
nity for an all-out sales drive after 
the protracted summer linage 
slump.” 

He urged the newspapers to start 
community-wide distribution of 
the folder. Another record-break- 
ing year for school enrollment will 
add $62,300,000 to the already huge 
back-to-school apparel market this 
fall, and another 1,250,000 students 
to the ranks of customers for back- 
to-school merchandise, he pointed 
out. 

The folder is the third in a new 
series of mailing pieces designed 
by the bureau’s retail department 
for quick imprinting and mailing 
by member newspapers to local 
accounts. 


Publishers, Admen Urged 
to Take Part in ABC Month 


The Audit Bureau of Circula- 
tions, New York, has announced 
that October, 1953, will be ob- 
served as ABC Month, and has 
urged participation of all pub- 
lisher, advertiser and agency 
members. 

The program will be an inten- 
sive educational project through- 
out the U. S. and Canada, featuring 
the protection given advertising 
investments by use of ABC reports, 
and how circulation standards aid 
publishers in maintaining editor- 
ial quality. 


Margules Joins Western Union 

Seymour Margules has _ been 
named advertising manager of 
Western Union Telegraph Co. He 
succeeds V. H. Garabedian, who 


telegraph industry. Mr. Margules 
formerly was with Biow Co. as an 
‘account executive, and before that 
was advertising manager of Car- 
‘stairs division of Calvert Distillers 
‘Corp. 


'Kavooras Joins Hayden 

Thomas P. Kavooras has joined | 
Hayden Publishing Co. as Chicago 
district manager. He formerly was | 
a publishers’ representative in 
this territory for Electronic Design | 
and other business papers. 


Bischott Boosts Monahan 


Ernst Bischoff Co., Ivoryton, 
‘Conn., manufacturer of pharma- 
ceuticals, has promoted I. W. Mon- 
ahan to ‘advertising manager. She 
has been with the company since 
1943. It is a new position. 


88 Canadian 
Agencies Billed 


12% More in ‘52 


(Continued from Page 3) 


Between $2,500,000 and $5,000,000 
there were ten agencies in 1952, 
one less than in 1951, and the five 
agencies in the over-$5,000,000 
class was one more than in 1951. 

Thus, 15 agencies billing more 
than $2,500,000 account for more 
than two-thirds of total billing of 
all agencies in Canada. 


® The report also touched on net 
revenue (figured by DBS before 
deductions for income tax) which 
for the 88 agencies was $2,535,195, 
up from $2,328,015 in 1951, but 
off as a percentage. In 1952, the 
net revenue represented 13.3% of 
gross; in 1951 it was 13.7%. 

Of the $121,666,983 total for the 
88 agencies, $120,628,827 came 
from commissionable billings, 
$150,616 from market surveys and 
research, and $887,540 from “other 
fees.” 

As for the $120,628,827 in com- 
missionable billings, 59.9% came 
from publications, 4.5% from 
“other visual,” i7.1% from produc- 
tion, artwork and printing, 17.6% 
from radio and TV, and “other” 
accounted for 0.9%. 

Within agency billing brackets 
these percentages held remarkably 
constant, although “other” ac- 
counted for 4.4% of the under- 
$100,000 billing, and only 0.2% of 
the billing of the agencies of more 
than $5,000,000 in billing. Produc- 
tion and artwork represented the 
highest proportion of total bill- 
ing among the smallest agencies 
(where it reached 20.5% of total 
billing for the group) and the 
largest (18.8%). In the middle 
brackets it hovered around 16% 


Scientific Engraving Sold 
Hector Grupelli, formerly treas- 
urer and general manager, and 
‘Franklin Snyder, previously pres- 
ident of Scientific Engraving Co., 
|New York, have sold their inter- 
‘ests in the company to three assoc- 
iates and John P. Tembeck. New 
officers of the company are Mr. 
Tembeck, president; Arnold Lo 
Duca, v.p.; Irving Goldfine, sec- 
retary-treasurer, and William Stu- 
art, assistant secretary. 


Blake Gets NBC Post 


Robert Blake, formerly director 
of public relations for WCBS and 
WOR (AM and TV) New York, 
has been named to fill a similar 
position for the owned-and-oper- 
ated stations of the National 
Broadcasting Co., New York. He 
will double as publicity director 
for NBC’s spot sales department. 


Keine Joins ‘Metal-Working’ 

Richard P. Keine has joined 
Metal-Working as district manager 
for Ohio, West Virginia, eastern 
Kentucky, eastern Michigan and 
western Pennsylvania. Formerly 
with Rock Products, Mr. Keine 
will make his headquarters at 1501 
Euclid Ave., Cleveland. 


Erwin Heads Dan River Mills 


William J. Erwin, who recently 
resigned as v.p. and general man- 
ager of Riegel Textile Corp., Ware 
Shoals, S. C., has been elected 
president and a director of Dan 
River Mills, Danville, Va. 


Bott Drops Baylis Sanitary 


Leo P. Bott Jr. Advertising Co., 
Chicago, has resigned the account 
of Baylis Sanitary Supply Co.. 
operating as Associated Bag & Ap- 
ron Co., Chicago. 
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SIOUX chen, 
SOUTH DAKOTA 


Metropolitan Area is 


6th in per capita 
RETAIL SALES 


in the NATION! 


You get 97% coverage of this prosperous market with 
South Dakota’s leading daily newspaper. 
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Advertising Age, August 10, 1953 


Along the Media Path 


e The Philadelphia Inquirer will 
publish its annual “Delaware Val- 
ley, U.S.A., 1953” on Sept. 29 as 
a rotogravure section. It will chart 
the growth of the valley area. 


e Two Omaha television stations 
anticipating the advent of color 
television have begun installing 
RCA equipment to transmit net- 
work color programs. They are 


‘KMTV and WOW-TV. 


e Advertising and publicity costs 
in men’s wear stores in 1952 were 
down 17% from the previous year, 
but profits were higher in 1952 
than in 1951. This higher profit 
is attributed to a lowering of ex- 
penses rather than to increased 
sales, however, in the ninth an- 
nual Men’s Wear survey of oper- 
ating experience, which is com- 
bined with the 24th annual busi- 


of Retail Clothiers and Furnishers. | 


Copies may be had by writing the 
Fairchild publication at 7 E. 12th 
St., New York 3. 


e According to a survey recently 
completed by Business Week and 
summarized in a report, “Dairy 
Executives,” the dairy business 
grosses about $3.5 billion in sales 
annually. The report, available up- 
on request from Herman C. Sturm, 
Business Week, 330 W. 42nd St.,’ 
New York 26, contains such perti- 
nent data as the annual expenses 
of the industry for various prod- 
ucts and services and figures on 
what it expects to spend for these 
in the coming year. 


e Time Inc., publisher of Archi-| 
tectural Forum and House & 
Home, has announced a merchan- 
dising mailing plan which it says 
can save advertisers in the two) 
monthlies up to 60% through a 
frequency discount feature. Under | 
the new plan, an advertiser will | 
get discounts for each mailing af-| 
ter the first, until by the 12th) 
mailing he is paying only 40% | 
of list price. 


e For the first time in 105 years 
of Chicago Tribune want advertis- | 
ing, a large-size display headline 


|appeared in the Tribune want ad. 


section on Friday, July 31. A full 


page of used car want ads, placed | 
by Chicagoland Dodge dealers, | 


initiated the use of large head- 


_lines made up of smaller want ad 
| type faces. This innovation is be-| 
ness survey of the National Assn. 


folder with data on soft drink 


plants and breweries in the 29. 


countries in which the Spanish- 
language publication is circulated. 


from the company, which also 
publishes National Bottlers’ Ga- 
zette. 


374,650 in advertising revenue for, 
the first six months of 1953, a gain 
of $448,203 over the same period 


‘in 1952. 
Copies can be had upon request) 
|Del., has increased its advertising 


| 


The Sunday Star, Wilmington, | 


linage for five months of 1953, 
March to July, 93% over the same 
period in 1952. Linage for this 


e Copies of the latest market data period this year was 1,062,166. 


sales folder of WHAM, Rochester, 


During the first six months of 


can be had by writing the station’s this year, the Chicago Tribune 
sales department, Rochester Radio| carried 7,279,771 lines of want ad- 
City, Rochester 3, or to George P.| vertising, an alltime record. 


Hollingbery Co. offices. 


e WICC-TV, Bridgeport, Conn., 
has been informed by President 
Eisenhower's executive office that 


a book of hints for TV guests, pub- lager of Life, has joined the New 


lished by the station and written 
by Wallie Dunlap, WICC-TV’s di- 
rector of TV operation, will hence- 
forth be given to officials slated 


ing made available by the paper| for TV appearances outside of 
to advertisers taking full-page ads.| Washington. The office of the Di- 
Ad headlines, including those in rector for Mutual Security has 


smaller want ad faces, are allowed 
to read across the page, although 
column rules remain unbroken. 


e The July monthly newsletter, 
“What’s New in R.O.P. Color,” 
put out by Lake Shore Electrotype, 
Chicago, reports that 81 daily 
newspapers have subscribed to the 


| Syndicated mat service for r.o.p.| 


color users offered cooperatively 
by Lake Shore, the Milwaukee 
Journal and Vogue-Wright Studios 
(AA, April 13). The service was} 
launched eight weeks ago. Five of 
the papers which signed had of- 
fered only b&w until then. One 
subscriber has already ordered 33 
sets of color mats and member 
papers have made 91 pages of 
their own editorial and advertis- 
ing matter available to the pool, 
from which they recoup a part of 
their original production costs. 


e A detailed survey on the use 
and success of radio station break 
advertising has been prepared by | 
CBS Radio Spot Sales and is avail- 


|the large size type made up of extracted portions of the booklet 


and republished most of it with 
the station’s permission. 


e WGN-TV, Chicago, in coopera- 
tion with Great Atlantic & Pacific 
Tea Co., is making available to 
any advertiser who distributes 
through A&P stores a new adver- 
tising-merchandising plan. The 
advertiser who contracts to spend 
$1,250 per week for 13 weeks or 
more on WGN-TY, either in time 
costs or for announcements, will 
have his product featured in 300 
A&P stores in the Chicago area for 
one full week every four weeks 
in end displays, dump displays, 
preferred shelf positions and oc- 
casional window displays in each 
store. A similar plan is being 
worked out with Jewel Food 
Stores. 


= Department of New Laurels: 
The Progressive Farmer will 
publish the biggest September is- 
sue in its 67-year history this year 
with an advertising gain of 11.1% 
over September, 1952. Gains have 
also been made in eight of the 


e Voluntary and Cooperative able to clients and advertisers up- 
Groups Magazine, 114 E. 32nd St.,/0M request. The survey points out 


New York, has reprinted an arti-|that spot radio billings have in-| 


cle in its April issue containing creased from $13,000,000 in 1935 to 
facts and figures about voluntary $124,000,000 in 1952. 

and cooperative groups food stores, 

which accounted for $15 billion @ El Embotellador, published by 
or 37.5% of an estimated $40 bil-| Keller Publishing Co., 9 E. 35th 
lion in food store sales in 1952. St., New York 16, has prepared a 


Rains Soak Southwest 


BOUNTIFUL RAINS have visited Oklahoma and 
Texas. 


Most areas have been soaked. 


Farmers and ranchmen are rejoicing over prospects 
of a good cotton crop, excellent late feed, an addi- 
tional cutting of alfalfa, and extra tonnage of 
prairie hay. 

Pastures are green again and livestock are assured 
of ample drinking water and improved range feed. 


Agricultural buying is responding to the new and 
general moisture. Prospects for fall business in the 
Southwest are bright. Soil in the wheat country is 
in good shape for seeding the 1954 crop. Farmers, 
with ample cash reserves and credit, are now spend- 
ing for all commodities. Optimism at the “grass 
roots” is spreading to local buying centers and 
from there into the metropolitan markets. 

BOUNTIFUL RAINS are bringing bountiful busi- 


ness to merchants and dealers of Oklahoma and 
Texas. 


THE OKLAHOMAN & TIMES 
THE FARMER -STOCKMAN 


OKLAHOMA CITY, OKLAHOMA 
Published by: The Oklahoma Publishing Co. 
Represented by The Katz Agency, Inc. 


first nine issues of 1953 over the 
previous all-time record issues of 
|last year. 


culation of 2,818,003. This is 365,- 
000 more than the magazine’s 
present circulation guarantee and 
165,000 more than the new cir- 
culation guarantee effective with 
the January, 1954, issue. 


Argosy’s linage increase is 11.4% 


year. 


| advertising. 


| Presbyterian Life’s advertising 


| revenue for the first six months 
of 1953 is $119,022, a gain of 83.1% 
over the same period last year. 
Circulation for the first half of 
this year is up 22.8% over the first 
half of 1952. 

| Total paid advertising in the 
August Popular Mechanics in- 
creased to 104 pages from 98 pages 
in the August issue last year. 

American Motel Magazine car- 
ried 320 pages of advertising dur- 
ing the first six months of 1953, 
compared to 174 pages during the 
same period in 1952. This repre- 
sents an 84% gain. 

The Air Force Daily, published 
in London, announces that its first 
month’s advertising totaled over 
20,000 lines. Circulation was over 
500,000 in England, Africa, France, 
Germany and Italy. 

Farm Journal had a total of $5,- 


J 


Coronet circulation for the first 
half of 1953 set an alltime Six- | 
month record with a net paid cir- | 


Argosy has showed increases of | 
21% in linage and 29.6% in reve-, 
nue for September, 1953, over Sep- | 
tember, 1952. Figures for the first | 
nine months of this year reveal 


and revenue increase 25.2% over 
the same period of the preceding 


Better Living advertisers invest- | 
ed $227,897 in the July issue, a. 
62.0% gain in dollar volume over | 
July, 1952. The seven-month total | 
‘for 1953 is $2,020,235, a gain of) 
47.9% over the first seven months | 
(of 1952, a total of 265.67 pages of | 


Hollingbery Names Long 


Ralph W. Long Jr., formerly ad 
manager of Quick and New Eng- 
land retail sales promotion man- 


York sales staff of George P. Holl- 
ingbery Co., radio-TV station rep- 
resentative. 


KROD-TV Names Branham 

KROD-TV, El Paso, Tex., has 
appointed Branham Co. to repre- 
sent it nationally. The station 
formerly was handled by O. L. 
Taylor Co. 


for 
Metropolitan NEW YORK 


Although Bayonne is within a stone's throw 
of New York, and is typical in all major 
market data facts . . . Bayonne cannot be 
sold from the outside . . . Send for the 
revised 1953 up-to-the-minute MARKET 
DATA FOLDER. 


THE BAYONNE TIMES 
BAYONNE, NEW JERSEY 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 


I'm sure there’s a bigger market 
for our frozen foods... how can 


we grab it fast? 


If you want an advertising 
agency that knows 

food merchandising, better 
lake a look at Needham, 


Louis 


& Brorby! * 


cs 
Here are the clients of Needham, Louis & Brorby... 


Cummins Engine Company, Inc. 
Derby Foods, Inc. 

The Eagle-Picher Company 
Household Finance Corporation 
S. C. Johnson & Son, Inc. 

Kraft Foods Company 
Macwhyte Company 

Marathon Corporation 
Monsanto Chemical Company 


Morton Salt Company 

The Peoples Gas Light and 
Coke Company 

Phenix Foods Company 

The Quaker Oats Company 

State Farm Insurance Companies 

Swift & Company 

Wieboldt Stores, Inc. 


NEEDHAM, LOUIS & BRORBY, Inc. Advertising 


135 South La Salle Street, Chicago 3, Illinois 


Chicago 
New York 
Hollywood 
e Toronto . 
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When business was run by rule of thumb, 
selling was largely a matter of getting to 
and shaking hands with the one man who 
ran the company. 


Today it’s a bit more complicated. Busi- 
nesses are no longer run by one man. 
Production is no longer a matter of cut- 
and-try. Machines are now “made” on 
drawing boards, and purchasing has 
become a science involving many men in 
many jobs. 


And every year, as business continues to 
grow and change, there will be more and 
more men with the power to say “Yes” or 
“No” to the purchase of your products 
or services. 


These new arrivals, because of their num- 
bers and diversity of jobs, are going to be 
harder and harder to reach. Certainly it 
will be impractical and costly to try to 
reach them all with old fashioned “hand- 


was the rule 


this was the sales tool 


shake” selling, despite the importance of 
vour salesmen and your distributor sales- 
men in the picture. The ever-increasing 
concern to management in almost every 
business, in every industry, is how to 
extend the handshake and make it more 
effective on a broad scale. 


The obvious answer is mass communica- 
tion of a specific kind— intelligently used, 
in adequate amounts, at the right time— 
to take a sales story to enough of the right 
men in an economy that grows almost as 
fast as “Jack’s Beanstalk”. 


Your advertising agency is experienced in 
the selection and use of this kind of mass 
communication. Why not talk to them 
about this and make sure that you are reach- 
ing your market—and the men in your 
market who have a voice in the selection of 
vour product or service. We'll be glad to 
help you and your agency with market and 
coverage data on any Penton. Publication. 


™ PENTON faueus 


PENTON BUILDING e CLEVELAND 13, OHIO 
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